The Only Trade- 
marked and Self- 
measured Screen 


Cloth Made 


Measure-Marked 


On this Road to Profit 


—Guide-Posts Every Six Inches! 


Measured and marked every six 
inches, Sun-Red Edge Screen Cloth 
saves time on every transaction — 
prevents mistakes in cutting—gives 
your customers their exact require- 
ments—prevents rust under nailing 
strips—and assures you your right- 
ful profit on every roll. 

You buy no odds and ends in this 
better cloth—it comes in continuous 


lengths of perfect cloth. Unmistak- 
ably identified by the Sun-Red 
Edge, it is a trade-marked article 
that your customers can buy —and 
repeat—with every assurance of 
satisfaction. 

Sun-Red Edge AluminA, Black 
Painted, and Copper-Bronze. 

Distributed only through our 
jobbers. 


REYNOLDS WIRE CO. 


DIXON. 


ILLINOTS 


for Your 
Convenience 








2 CROCE 


of your Community 






f a % 
LITY remain 
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A Suggestion 
which solves a difficult Christmas problem 


to your protit 


Arr YOU thinking about Christmas ? 
A lot of people are. And the old ques- 
tion of what to give Dad or Son will 
be just as perplexing this year as ever. 




















Here’s a suggestion which one dealer 
used to build more tool chest sales last 
year than ever before. It’s so simple and 
solves such a difficult Christmas prob- 
lem that its success is practically assured. 


Put a display of Stanley Tool Chests : | | d 


in your window or in some promi- > : : e 
nent location in your store with a oa if 4 For Dad ov,5on 
—_— STANLEY 


simple card like the one shown here. TOOL CHEST 


Don’t forget to emphasize the fact that the 
prices of Stanley Tool Chests are lower this 
year—but the quality is the same as ever. 


See your jobber NOW about a selection of 
Stanley Chests to fit your needs 








STANLEY TOOL CHEST STANLEY STANLEY TOOL CABINET 
No. 850 WORK BENCH CABINET No. 862% 
Old Price $90.00 Ne. 860 Old Price $30.00 
New Price 75.00 Price $50.00 New Price 26.00 
—_ — 
srants” | THE STANLEY RULE & LEVEL PLANT STARE’ 
. SJ NEW BRITAIN, CONN. =A 


STANLEY TOOL CHESTS 
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KITCHENKOOK 


offers a brand new deal that will make you say, 
“Now that is something.” :-: Our Kitchenkook 
salesman is eager to be the first to break the good 
news, so we will not spoil his story by telling you 
the details now. :-: The new proposition applies 
both to Kitchenkook gasoline stoves and Kitchen- 
kook oil stoves. :-: Wait for the Kitchenkook 


man. 


American Gas Machine Company, Inc. 


Albert Lea, Minnesota 
Brooklyn, New York Oakland, California 
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E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


Many jobbers and dealers are allowing a substantial volume of profitable 


Editor, Clover Business Service 


business to slip by under their very eyes—here is the story. 


Fully two-thirds of the total volume of abrasive papers and cloths produced go into 
machine shops and manufacturing plants of all kinds. The remaining third is sold 


through jobbers and dealers over the counter. 


True, a large percentage of this shop trade may be too 
technical to interest the jobber or dealer—but there still 
remains a very large volume of sheet goods and economy 
rolls to be had right now which the hardware merchant 
can get if he goes after it and knows what he is talking 
about. 


The abrasive cloth called for by the machine shop is 
chiefly Aluminous Oxide—we make it both in sheets and 
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rolls. There is a big profit in these goods for the merchant. 


Aluminous Oxide cloths are now being sold direct to the shops by the manufacturers, 
but there is no reason why a large portion of this highly profitable trade should not pass 


through the hands of the hardware merchant. 
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If you are interested—and I hope you will be—drop me a line 
and I will tell you how you can get your share. It is worth while. 








E. B. GALLAHER: 


as Clover Mfg. Co., Norwalk, Conn. 





Clover Manufacturing Company 
NORWALK, CONN., U. S. A. 


SANDPAPER (Clover Grease-Mixed Grinding Compound. 


METAL-CUTTING CLOTHS 75 


CLOVER GRINDING AND LAPPING COMPOUNDS Address 


Name 


|Green-Stripe Sandpaper. 


You may send me, without obligation, samples of: 


|Red-Stripe Turkish Emery Cloth—for polishing. 


Yellow-Stripe Aluminous Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 


| Clover Water-Mixed Valve-Grinding Compound. 











Character of business 
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ASSURE YOU 
DIRECT MA 
CAMPAIGN 








MAXIMUM SUCCESS 


HARDWARE AGE 


Direct Mail Addressing Service 
makes this possible! 


WHAT IT DOES 


It eliminates undeliverable mail. 
Saves considerable sums for cancelled postage. 
Prevents loss of valuable direct mail matter. 


Assures prompt delivery of mail. No lost time 


for Post Office directory service. 

Removes a disintegrating factor heretofore largely 
responsible for wasteful and unproductive 
direct mail advertising campaigns. 

Lays the foundation of a successful sales program. 

Gives you the edge on your competitors by mak- 
ing you first to contact important new hard- 
ware retailers, 

Gives your mailing piece prestige by being 
correctly addressed to new owners and new 
addresses—self evident proof that you are 
right up-to-the-minute on all recent changes 
in the hardware field. 

Saves you up to $20,000 annually for the up- 


keep of an equally effective, up-to-date mailing 
list. 


UCH more could be said. Your 
own experience will bring 
home to you the value of this 
new, up-to-the-minute, much 

needed addressing service which we have 
developed for your use. 


Here is what the New York Post Office 
Bulletin of May 29, 1931, said: “During 
a one year period more than 12,000,000 
letters containing circulars and advertis- 
ing matter were disposed of as waste.” 


But there is much more wastage than 
this—how about the mail delivered to 
families or estates of men deteased; or 
to men retired from business or who have 
gone bankrupt; or to those men who had 
gone into other businesses or have sold 
out to other men, yet many of whom con- 
tinue to receive their mail, but are no 
longer interested in your product? We 
venture the opinion that this constitutes 
an ever continuing greater loss, one prac- 
tically impossible to check without 
constant research and except at great 
expense. 


HARDWARE AGE Direct Mail Ad- 
dressing Service eliminates this and 
other forms of postal waste for you as 
far as the hardware trade is concerned. 
Let us address your direct mail matter 
to hardware jobbers and hardware re- 
tailers. You will instantly note the 
worthwhile saving and the greater effec- 
tiveness in results. 


Write for details. 


HARDWARE AGE 
DIRECT MAIL 
ADDRESSING 
DEPARTMENT 


239 WEST 39TH STREET NEW YORK, N. Y. 
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The Everhot Electric Room Heater is just what its 
name implies—a genuine room heater—built on a 
new principle of heat reflection and circulation. 
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CONSERVO 


What a year this has been 
for canning! And what a 
year for Conservo sales! 
Stocks of this famous old 
staple steam cooker and can- 
ner should be _ replenished 
now for the fall and winter 
demand. 


There is bound to be a 
lot of meat canning .this 
winter and Conservo with its 
low price and big capacity is 
bound to be in great de- 
mand, 


Write us about stimulating 
the sale of canning equip- 
ment and supplies during 
these months. What we can 
tell you may mean much ex- 
tra profit to vou. 


-Everho 





Above: Everhot Jr. 
Cooker — Roasts, 
bakes, browns — Above: Sandwich 
cooks a_ whole 
meal at one time. with heat indi. 


Denver. east of Denver. 





“T can 


guarantee 
this heater” 


Here’s an electric heater you can sell—and sell strong. 
It heats—heats like a steam radiator with a 16 square 
foot capacity. 


Yet it is perfectly safe. Danger of fire or burning is 
eliminated by thoroughly insulated construction. 
Strong and sturdy—built of cabinet steel reinforced. 
Fine furniture finish of natural grained walnut or 
cream enamel. 

Equipped with a handy carrying handle and seven foot 
heater cord. 

Stands 24 inches high is 12 inches wide and six deep. 
Wattage: 1100 at 110 volts. It weighs 10’ pounds 
net—15% for shipping. 

List: Cream finish, $7.50—walnut grain, $8.50, east of 
Denver. Further West a dollar more. 

Order from your jobber or direct if you wish. Sales 
helps furnished gratis. 





Electric Appliances 


Get a catalogue of the complete Everhot line of electric 
cookers, table stoves and commercial appliances. 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 


Below: Everhot 
Kitchenette Grill. 
Fries, broils — 


toasts eight slices 
at a time. List 
$19.50 east of 
Denver. 





Toaster. Equipped 


$10 east of cator. List $12.50 




















How would you like to have 
AN OFFICE IN THE 


TIMES SQUARE DISTRICT 
or $100 A MONTH? 


HERE are a few offices still available in a 

| large, high-class building located within a 

short mashie shot of Broadway and 42nd 
-Street, New York. 


At the extremely low rate of $100 a month you get 
a large, outside office, completely redecorated, elec- 
tric fixtures installed, heat furnished, day and night 
elevator service, and the benefit of our low electric 
rates. 


Larger quarters can also be provided, and changes 
will be made to suit your requirements. These spaces 
are ideal for show or display rooms. 


The building houses the executive offices of the 
United Business Publishers, Inc., publishers of 
Hardware Age, The Iron Age, Dry Goods Econo- 
mist, Boot and Shoe Recorder, Jewelers’ Circular, 
Chilton Automotive Publications, and other nation- 
ally known publications. 


The building is located at 239 West 39th Street, 
midway between 7th and 8th Avenues, served by the 
I.R.T. and B.M.T. subways, is only a block from 
Times Square Post Office, and a few blocks from 
either Grand Central or Pennsylvania Terminals. 


If you are contemplating a change or opening a 
New York office, don’t fail to inspect these remark- 
able rentals. They may be leased direct or through 
your own broker. For full particulars write to: 





Building Manager, 
UNITED BUSINESS PUBLISHERS, Inc. 
239 West 39th St., New York, N. Y. 





Centrally located between the two great railroad terminals, and served by rapid 
transit facilities to all parts of the Metropolitan District, this location is ideal for 
offices or display rooms for manufacturers, distributors, or manufacturers’ agents. 
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MORE DEALERS 
SELL 
Zine Insulated 
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AMERICAN STEEL 


208 South La Salle Street, Chicago 


Pacific Coast Distributors: Col 


SUBSIDIARY OF UNITED 
y, Russ Building, San Francisco 


EARS of experience has taught a great ma- 

jority of dealers that Zinc Insulated Fence is 
quick turnover merchandise —and far outsells any 
other brand on the market. 


Back of these dealers is the strongest and most 
effective advertising and sales promotional cam 
paign that makes their store fence headquarters. 


Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 
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-»- BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 
B 





& WIRE COMPANY 
STATES STEEL CORPORATION And All Principal Cities 
Export Distributors: United States Stee! Products Company, New York 
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HARDWARE AGE 


VERIFIED 
List 


WHOLESALE HARDWARE HOUSES : 
WHOLESALE HEAVY HARDWARE HOUSES : 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


MEMBERSHIP LISTS of HARDWARE ASSOCIATIONS 
STATE HARDWARE ASSOCIATIONS 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. : 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 


SIO 00 the territories they cover, the number of men traveled, the 
| 


lines handled and, in most cases, the names of officials and 


IT IS OBTAINABLE AT THE LOW PRICE OF 


PER COPY buyers. 


Such a publication is indispensable to sales managers and 


e advertising managers. Furthermore, many firms find it high- 
USE THIS COUPON TO FILL YOUR ly advantageous to give copies to their road salesmen and 
REQUIREMENTS PROMPTLY district representatives. 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 
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Part of Our RUSSWIN Contract Department 
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W.,, not let us assist you in securing con- 


tract builders’ hardware sales ? 


HARDWARE 
are that lasts Base Metals Browse or Bra 





Every man in our department at New Britain is 
an expert on plans, specifications, and compari- 
sons of goods. 


Ask our salesman who calls on you to tell you 
more about our methods and the assistance we 
can render in helping you to build a bigger and 
better builders’ hardware business. 


SSE 


It is yours for the asking. 


RUSSELL « ERWIN MANUFACTURING COMPANY 


(The American Hardware Corp., Successor) 
New Britain, Connecticut New York Chicago London 


steve loa 


ll 


OCTOBER 22, 1931 





“Tl see it through 
if you 


ee 

ines tell me there’s five or six million of us— 
out of jobs. 
“IT know that’s not your fault, any more than it is 
mine. 
“But that doesn’t change the fact that some of us 


right now are in a pretty tough spot—with families 
to worry about—and a workless winter ahead. 


“Understand, we’re not begging. We'd rather have 
a job than anything else you can give us. 


“We're not scared, either. If you think the good 
old U. S. A. is in a bad way more than tempo- 
rarily, just try to figure out some other place you’d 
rather be. 


“But, until times do loosen up, we’ve got to have 
a little help. 


“So I’m asking you to give us a lift, just as I would 
give one to you if I stood in your shoes and you in 


mine. 


“Now don’t send me any money—that isn’t the 
idea. Don’t even send any to the Committee which 


signs this appeal. 
“The best way to help us is to give as generously 
as you can to your local welfare and charity organi- 


zations, your community chest or your emergency 
relief committee if you have one. 


“That’s my story, the rest is up to you. 
“I'll see it through—if you will!” 


—Unemployed, 1931 


THE PRESIDENT’S ORGANIZATION ON UNEMPLOYMENT RELIEF 


Walter S. Gifford 


Director 


COMMITTEE ON MOBILIZATION OF RELIEF RESOURCES 


Owen D. Young 


Chairman 


The President’s Organization on Unemployment Relief is non-political and non-sectarian. Its purpose is to 


aid local welfare and relief agencies everywhere to provide for local needs. 


All facilities for the nation- 


wide program, including this advertisement, have been furnished to the Committee without cost. 
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BECAUSE 





T takes a ‘“‘whiter”’ 
| glass to transmit 
more daylight ... that 
is obvious. LUSTRA- 
GLASS is the “‘whitest”’ 
of all glass made for 





windows... 

Laboratory tests conclusively 
prove that LUSTRAGLASS 
transmits more daylight. It also 
transmits a substantial amount 
of the shorter ultra-violet rays 
of sunlight at a wave length of 
313 mu.* yet it costs no more 

than any good window glass. 

For schools, factories, homes, 
hospitals and office buildings, 
everywhere that human beings 
live, work or play indoors, | An unretouched, “end on” 
LUSTRAGLASS is needed ... 
Every building is more beauti- 
ful when glazed with LUSTRA- 


photo of four leading makes 
of glass. The white one is 


LUSTRAGLASS... 






Also Makers of Armor-Lite Scatter-Proof 
and Bullet-Proof Glass, Tinta- 
glass, Picture Glass, Photographic 
Dry Plate Glass, ¥%%" and 4%” Crystal 
Sheet, Ground and Chipped Glass, 


and Bulb Edge ‘glass. 





Farmers Bank Building 
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IT’S “WHITE” 





GLASS, for LUSTRAGLASS is 
truly a superior product in 
every respect... flatter, clearer, 
more lustrous. Its appear- 
ance, alone, is ample reason for 
its selection by architects and 
builders, but a glance at the 
chart below will show why par- 
ents of growing children look 
for the LUSTRAGLASS label on 
every light of glass which they 
buy for replacements. 


Buildings glazed _ with 
LUSTRAGLASS rent or sell 


quicker and for larger 





profits. Our literature de- 
scribes in detail this amaz- 
ing new glass for windows. 
You should have it avail- 
able to show customers. 
Write for it... today. 











29 days growth of 
Tomato Plant under 





*Send for LUSTRAGLASS 
BOOKLET A-430 and see com- 
plete table of transmission ... 


The label shown at the right 
appears on every light of genu- 
ine LUSTRAGLASS . . . Look 
for it. LUSTRAGLASS is 
packed with paper between the 
lights to prevent scratching or 
marring of the surface. 


Pittsburgh, Penna. 


(1) LUSTRAGLASS 
(2) ordinary window 








glass. 
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‘THE ULTRA VIOLET RAY 
WINDOW GLASS 


AMERICAN 
WINDOW GLASS. CO. 


 ( PITEBUROH, PA. U.S.A. 
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THE 
QUESTION 
MARK 


Hire is a character that is 


always wrecking sales. 


While there is a question left 
in the customer’s mind you can’t 
close the sale. You can’t push 


it aside. You can’t ignore it. 


Maybe it is a question of price 
—that means you have not es- 
tablished the value. 
who knew how Atkins “Silver 


No man 


Steel” saws were made, and 
what service they would give 
ever hesitated to pay for that 


value. 


Maybe it is a question of not 
needing it right now—that 
means the customer does not 
realize just what he can do 


NOW with that saw. 


Maybe it is just a question of 


deciding which saw to buy—that 
means you have not found out 
just what use was in his mind, 
and concentrated on one saw to 


meet that need best. 


Find out what goes ahead of 
the question mark. Answer it 
and you have made another sale 
and another friend and proved 
you are a better salesman— 


worth more. 


L§ 





ABOUT BLUFFING 


Ti: proper place for trickery is the stage, not the hardware store. Don’t 


try to bluff a sale. Don’t exaggerate. 


Confidence in your salesmanship can 


only be attained through honesty. You will want to read what Sam Sayles 


has to say next week. Send us your name and address if you would like the 


entire series. 
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No. 400 
Ship Point 





A SAW extraordinary in 
quality, workmanship and fin- 
ish. Genuine SILVER STEEL 
Blade, taper ground, will not 
bind. Mirror finish Solid 
Rosewoop handle, Perfection 
Pattern that prevents wrist 


strain. Nickel-plated screws. 


No. 400 regular comes in 22, 
24 and 26 inch lengths. Ship 
pattern 26. 


The No. 400 saw is the Elite of 
the saw world. It is preferred 
by the critical artisan who pur- 
chases extra fine tools. Particu- 
larly desirable as a Christmas 
gift. 


Why not ask us to send you 
“The Atkins 1932 ‘How-To-Do- 
It’ Book” and learn about a big 
market near your store for 


these saws? 
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USINESSES possess indi- 
B viduality. Their place in 

the community is attained 
through constant merchandising 
effort along some specific line. 
That is why one often hears it 
said that Blank’s is the place to 
go for shirts, or that Smith’s 
hardware store is the place to 
go for paint. Blank may carry 
a full line of men’s wear, but 
Blank’s advertising has stressed 
shirts, and Smith’s advertising 
has stressed paint, although he 
may handle a complete line of 
hardware. And then “these 
times” came, and then the chain 
stores set up shop; and Smith 
and Blank begin to wonder what 
had happened. 

Yes; “these times” came— 
and so did the chain stores. 
Some of the Smiths and Blanks 
failed to fall in step with the 


16 


EDGAR J. HAAS 


Secretary-Treasurer, 
Oliver H. Van Horn Co., Inc. 


times; refused 
to acknowledge 
the changing 
trends in mer- 
chandising, and 
moved from 
the main street 
to a side street, 
and then out of 
the community 
altogether. But 
others have 
managed to 
stay on the 
main street— 
and make 
money, too. 





Edgar J. Haas of the Oliver H. 
Van Horn Co., Inc. of New Or- 
leans is not stampeded by the ad- 
vent of chain store competition, 
but he recognizes it and combats 
it. 

The Van Horn Co. has met the 
great change in its trade—from 
machine shop, saw mill and sugar 
house supplies, which were the 
main lines for 27 years, to the 
merchandising of smaller tools 
and parts. 

Read how a quota system was 
instituted adding to the results ob- 
tained by store salesmen and how 
the store rewards them for their 
sales effort. 








The Oliver H. Van Horn Co., 
Inc., of New Orleans, is an out- 
standing example of a hardware 
store that has kept its chin up 
through the recent economic 
situation. Not only that, but 
this store shows an increase in 


sales of 40 per cent during the 
past four months over the same 
period a year ago. And—here 
is an important angle of the 
situation—this store shows such 
a startling increase in volume of 
sales in items which had been 


HARDWARE AGE 








¥ 


Fed 
Ey 
: 



























& 
ee 
c 





Here Is the Story of How a New Orleans Dealer Meets 


“These Times 


neglected up to the’ past few 
years, items with which the com- 
munity had not associated the 
store at all. This company had 
built its reputation on machine 
shop equipment. Its remarkable 
sales volume, however, is in tools 
and small replacement parts! 

For 27 years this company 
had catered to machine shops, 
saw mills and sugar houses. 
With the advent of the automo- 
bile, the executives bowed to 
progress, and went right after 
the automobile and garage tool 
business. Edgar J. Haas, who 
began his career with this com- 
pany as errand boy, and became 
its secretary and treasurer, is 
qualified to tell how “these 
times” were made to work to the 
store’s advantage, and how the 
chains were also set to work for 
his company; how, in fact, he 
has contrived to make everyone 
in the organization work for 
the company, including even the 
customers. 

“We have seen the sugar 
house virtually pass out of the 
picture; the saw mill that was 
once one of the largest buyers 
of machine tools and hand tools 
has almost vanished from this 
part of the country; the machine 
shops that formerly received the 
bulk of their business from gen- 
eral repairs have been sadly af- 
fected by the welding and cut- 
ting torch,” Mr. Haas said. 


“Then the chain stores came— 
and the fight really started.” 
So they moved the heavy ma- 
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chinery off the first floor, where 
it had occupied the post of honor 
for years. 

“If people wanted to buy com- 
plete machines, and would come 
into the store to see them, they 
would not object to walking up- 
stairs,” Mr. Haas argued. “We 
believed that those in search of 
smaller parts and tools were go- 
ing elsewhere for their require- 
ments. They were going to 
stores that displayed small items 
downstairs, where they could be 
easily selected.” 

Mr. Haas held to this view, 
and convinced Mr. Van Horn 
that a younger generation of 
mechanics was coming on, and 
that these mechanics are more 
apt to be swayed by improved 
merchandising methods than by 
tradition. Their fathers traded 
at Van Horn’s, but it did not fol- 
low that the younger mechanics 
would trade there, too, unless it 
was made easy for them to buy. 
Why throw up a barrier? The 
chains were making it easy for 
people to make selections, and 
this may be one of the reasons 
why the chains have made such 
progress. Mr. Haas studied 


chain store merchandising, and 
then applied some of it to the 
Van Horn store. 

He began by building display 
cases in “steps.” They were 
composed of three counters at 
different heights. This enabled 
him to display more goods than 
under the old system. They 
were, in time, replaced by flat- 
topped tables, all of equal 
height, and then the self-service 
aisle counters, which are in use 
today, were installed. These 
have given most satisfaction. 
Each of these counters is 10 ft. 
long, 30 in. in height in front, 
32 in rear, and 30 in. wide. This 
shape gives the counter a slight 
incline, so that articles in the 
rear may be plainly seen. The 
bottom is of quarter-inch mesh 
hardware cloth, so as to allow 
dust to go through to the floor 
ard not rest on the bottom of the 
bins. 

Every tool, everything in pipe 
fittings, everything in household 
hardware, all sizes of screws, 
bolts and nuts may be had by 
walking around the store and 
making selections. 

“Recently one of our custom- 


It may be easier to admit that times are 
not what they used to be—but it is more 
profitable to get in step with the changed 
conditions and enjoy them. 
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ers came into the store,” Mr. 
Haas said. “He told me he was 
in a hurry, and asked me to get 
him a couple of set screws. I 
gave him the set screws, and he 
handed me a five-dollar bill. The 
purchase he made amounted to 
five cents. I went to the cash 
register to make change, and 
saw him begin to roam among 
the counters. He forgot he was 
in a hurry and, seeing him thus 
engaged, I watched him select a 
set of wrenches, a pair of tin- 
ner’s snips, a soldering copper 
and two steel brushes. Then I 
saw him look around, and I 
came forward to meet him. He 
asked if he had given me enough 
money for the things he had 
bought, and it developed that he 
owed us $4.40. I had sold him 
a single item for five cents, and 
he had sold himself goods to the 
value of $4.35. 

“This provided me with food 
for thought,” Mr. Haas contin- 
ued. “If one customer would 


sell himself goods, others would. 
The very next day I went over 
the entire stock. In another week, 
I had four more counters out 
where the customers had to see 
them, once they were inside the 
store. 


“For the benefit of retailers, 
let me explain that we are job- 
bers. Every article for sale in 
our retail department can be 
sold (and we do sell them) to 
the retail trade at a price which 
permits them to handle the goods 
at a margin of at least 33 1/3 
per cent. We have always tried 
to further the cause of dealers. 
Our retail department is a bar- 
ometer for the needs of the retail 
trade, and in it we have picked 
up many helpful suggestions. 


“In the face of the so-called 
depression, entry of chain store 
competition, and with the cry of 
‘wolf’ at every hand, we have in- 
creased our retail, or store trade 
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approximately 40 per cent in the 
past four months. This is how 
we did it: 

“One day I noted that our 
cash sales were below normal, 
and I called the clerks together, 
and made them a proposition. | 
realized that a man worth his 
salt must have a personal motive 
to stir him to do his best; some 
hope of reward for good work, 
a chance at promotion. I had 
checks made of the cash sales of 
each clerk for the past six 
months, and a quota was arrived 
at. To this quota, I added 25 
per cent, and fixed that amount 
as the new quota. For example, 
a clerk whose cash sales for the 
month reached $400, was re- 
quired to show $500 in cash sales 
a month. After he reached his 
quota of $500, we agreed to pay 
him 3 per cent on the full 
amount—that is, 3. per cent on 
$500 or anything more than 
$500. 

“This plan not only increased 
our cash sales, but also increased 
our general store sales as well, 
because the boys were so steamed 
up on the power of suggestion in 
trying for cash sales, that their 


charge accounts were increased 
as well, 

“It may be thought that this 
plan might affect the charge ac- 
count business in favor of the 
cash customers, but we have pro- 
vided a most effective safeguard. 
We have warned our sales staff 
that the first complaint of negli- 
gence on their part in this respect 
would mean the abolishment of 
commissions. It is not necessary 
to watch the clerks. The others 
relieve nie of this detail, to pro- 
tect themselves.” 

Thus the Van Horn organiza- 
tion is taking advantage of the 
changing .trend of merchandis- 
ing; stealing the thunder of the 
chain stores with the use of self- 
service aisle counters; increasing 
the efficiency of the sales staff, 
and even getting the store’s cus- 
tomers to work for the store by 
making their own selections, and 
calling for help only when all 
the purchases are completed, and 
an accounting is wanted. 

Mr. Haas has found that the 
self-service plan of selling re- 
quires careful handling to be 
successful; that clerks must learn 

(Continued on page 39) 
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“CAMOUFLAGED DONATIONS” 


guise of selling advertising space is becoming 

far too prevalent in the hardware industry. 

We have received a number of letters recently, from 
hardware manufacturers, wholesalers and retailers, 


f NHE solicitation of contributions under the 


_ protesting against this practice which is taking a toll 


from business and adding to an already top-heavy 
general overhead. 

When a retailer supinely submits to extortion in 
the form of some special program advertising, 
which his own experience and knowledge tells him 
has little or no advertising value, he adds an un- 
necessary expense to his business. He actually 
makes it more difficult for his store to meet the 
prices of its catalog and chain competitors. 

When a wholesaler weakly yields to the impor- 
tuning of some individual customer to take paid 
space in a special edition of a local newspaper fea- 
turing a purely local event, he not only adds to his 
overhead, but he establishes a dangerous precedent. 
Naturally also, in each such case he is forced to 
pass the expense along to his customers, adding it 
to his overhead. 

When a manufacturer, against his better judg- 
ment as to advertising value, bows to the solicitation 
of some wholesaler or retailer to purchase space in 
a “special edition” brought out by some newspaper 
man for ‘purely selfish reasons, he puts an unjust 
and unnecessary cost burden on the product he 
makes; a burden which must eventually be shared 
by all who distribute or sell that product. 

We do not question the moral good of donations 
to worthy causes; we are strong advocates of adver- 
tising, where such advertising can justify its ex- 
istence by appropriate returns. However, we can 
see no moral or business justification for either the 
giving or requesting of contributions under the 
camouflage of advertising, particularly when such 
donations automatically become a part of the gen- 
eral overhead of merchandise distribution. It is 
just a case of being generous with other people’s 
money. 

When an advertisement can create sufficient re- 
turn to pay its way and leave a profit, well and 
good; when it hasn’t the remotest chance to do so, 
it is not an advertisement but an expense. If that 
expense is purely an individual one, it is of no con- 
cern to others. If on the other hand it adds to the 
expense or reduces the profits of others it ceases to 
be a private matter. 

Under present conditions, hardware distribution 
is carrying all the legitimate expense it can bear. 


OCTOBER 22, 1931 


With a lessening of consumer buying, the percen- 
tage of general overhead has automatically in- 
creased. No factor in the industry has a moral 
right to add unnecessarily to that general overhead. 

The element of fear has been largely responsible 
for the growth of what we term “donation advertis- 
ing.” Dealers fear the adverse comments of those 
behind special programs; jobbers and manufac- 
turers fear the loss of trade and good will of those 
who “call attention” to special newspaper editions 
commemorating purely local affairs. Few ap- 
parently consider the rights of equally good cus- 
tomers who have no programs or special editions to 
sponsor. Many lack the moral courage to back up 
their convictions with an emphatic NO. 

Usually the only one who really profits from the 
transaction is the newspaper man who grasped an 
opportunity for personal profit; undoubtedly the 
trade as a whole suffers an economic loss. We 
sympathize with the individuals on whom the pres- 
sure is placed, but this is not an individual problem. 
If any practice is detrimental to the hardware in- 
dustry as a whole, HarpwarRE AGE is against that 
practice. Certainly from an economic standpoint 
the camouflaged donation is wrong, because it puts 
an undeserved penalty on the entire industry. 

There is but one way to combat this growing trade 
evil, and that is to stamp it out at the source. Re- 
tailers can accomplish their part in the matter by 
referring all such solicitations to the local credit 
bureau, with definite instructions not to okay any 
donations masquerading as advertising. Manufac- 
turers and wholesalers should likewise adopt and 
maintain a rigid policy of refusing to participate in 
any publicity plan which cannot justify its cost from 
an advertising standpoint. 

This is not merely a moral issue. Its ramifica- 
tions and economic evils are graphically portrayed 
in the article “Just Another Racket” on page 28 
of this issue. The present system of hardware dis- 
tribution simply cannot be burdened with anything 
that adds unnecessarily to its expense. Knowing 
this there is but one logical decision to make. Put 
the present costs of this unwarranted waste into the 
product, the margin and the retail price. Spread 
the benefits impartially all along the line. Keep the 
general overhead down to the lowest legitimate 
level. There is no room in modern merchandise 
distribution for any unnecessary TOLLS masquer- 
ading as productive factors. 

Let’s stamp them all out, including The Camou- 
flaged Donation. Liew S. SouLE 
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IF YOU READ 
*“Money Is Cheap— 
Try and Get It,” 
which caused a flood 
of comment when it 
appeared in Hard- 
ware Age recently, 
you will enjoy this 
article by the same 
anonymous author. 


USINESS today is just full 
B of ghosts. It always has 
enough of them, because 
ghost competition is ever present. 
At every signing of a dotted line 
you will find at least a couple of 
ghosts hanging around, the ghost 
buyer and the ghost seller. The 
ghost seller stands at the side of 
the buyer; in fact, he is right in- 
side the buyer’s mind. “I can 
get this half a cent cheaper. I 
just had an offer from one of 
your competitors.” And the sale 
is made at half a cent lower. The 
imaginary seller, invented by the 
buyer, thus closes the deal and 
sets the figure. 

The ghost buyer doesn’t hang 
around so much nowadays; in 
fact, he seems to have evaporated 
entirely. But in the good old 
days of 1919 or 1928, and occa- 
sionally in other days, the ghost 
buyer used to arise in the mind 
of the seller, who said, “If you 
don’t hurry, the price will go up. 
I just had an offer from one of 
your competitors, and if you 
weren’t an old friend of the firm 
I’d sell it to him at a higher 
price.” And the sale was made 
at half a cent higher because the 
seller saw that the buyer saw 
ghosts. 

Yes, the manufacturers and 
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jobbers have been coming down 
in their prices, but for every 
manufacturer and jobber who is 
giving concessions there are a 
dozen who don’t even exist. And 
these invisible, intangible, unreal 
competitors come pretty close to 
dominating the price situation to- 
day. 


and The Goblins! 
If You Don’t 


When the world is full of 
ghost sellers, as it is today, we 
have what is called a buyer’s 
market. We have as many 
ghosts as a three-ring Hamlet, a 
seance with Sir Oliver Lodge and 
a colored graveyard all put to- 
gether. And that’s one reason 
why business is so good. 


Business today is just full 

of ghosts. At every sign- 

ing of the dotted line you 

will find at least a couple 
of ghosts. 
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It’s a funny thing about these 
ghosts that if you talk about 
them convincingly enough they 
become real. Tell a salesman 
these days that someone will 
give you his stuff at half a cent 
cheaper and he gives it to you. 


The ghost materializes. That’s 
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ectoplasm. It’s better than ecto- 
plasm: it’s realism. 

If you’re a particularly good 
“medium,” you needn’t be satis- 
fied. You turn around to a com- 
peting salesman and do the same 
ghost trick, for another half a 
cent. 

What’s wrong with this idea of 


telling a salesman that you can 
get his line cheaper when you 
know it isn’t true? Isn’t that 
just plain, ordinary good busi- 
ness? Isn’t that the way all bar- 
gains are made? Isn’t it simply 





the law of supply and demand 
working out? You know, the in- 
exorable law of supply and de- 
mand which, we are told by our 
hardest-headed economists, can- 
not be repealed even by Con- 
gress. Isn’t a ghost as necessary 
in every business as a vice-presi- 
dent? Why isn’t a ghost as re- 
spectable? 

This is beginning to look like 
a discussion of business ethics. 
Let’s not go into ethics; they give 
most of us the hiccoughs. What’s 
an ethic between friends, any- 
way? Or between competitors? 
Is this ghost stuff always good 
business? Can it be that we 
might invent so many ghosts 
that we begin to crowd out the 
real guys? ’ 

Talk with almost any buyer of 
almost anything and after the 
second trip to the water-cooler he 
will confide in you: “You know, 
I just bought a bill of goods 
and you ought to have seen the 
prices! Honestly, I was ashamed 
to do it. I don’t see how they 
can make out, at 50 per cent off 
last year and a lot of extras 
thrown in and a little appropria- 
tion for cooperative advertising 
and an allowance for window 
displays. I know they can’t do 
it. They’re selling below cost. 
Well, that’s their funeral.” 

Perhaps it will be. Ho, hum! 
Who cares if another manufac- 
turer passes out? 

Or can it be that retailers be- 
lieve that manufacturers and job- 
bers have discovered the secret 
of doing business forever at no 


profit? How long can your 
(Continued on page 38) 
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Coax Out the Cash 


OME is the big idea in 
this week’s window dis- 
play suggestions—more 


cheery light for reading, sewing, 
etc. Our poster for the window 
of lamps and fixtures is a bit un- 
usual, being painted on trans- 
parent paper, with a good solid 
black so that the light will shine 
through the unpainted parts and, 
by contrast, emphasize LIGHT. 
This poster may, of course, be 
placed close to the glass. 

Here again we urge the use of 
uniform style price tickets, that 
the repetition of size, shape and 
color scheme will get in its use- 
ful work. 

More people are staying home 
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evenings these times, and invit- 
ing windows displaying lamps, 
fixtures, shades, etc., are sure to 
get attention from passersby. 
You will find the chart for 


making the posters printed here- 
with. 

Fall moving and house clean- 
ing brings up the matter of 
housewares. This line is not 
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always easy to display, and here 
our poster will do ‘service in 
holding the display together. 
The valance at the back of the 
window and the streamers that 


Maxe Your Home 
Loox Like New 


run vertically is of crepe paper 
and may be in warm autumn 
colors, such as buff for the 


lighter color and brown for the 


dark. 


These colors will also 
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1} With Brighter Windows 


serve for the poster lettering and 
illustration. 

Here again we remind the win- 
dow trimmer to give some extra 
thought to-price tickets, making 
them in some unique shape or 
color scheme. In windows cal- 
culated to sell lighting items and 
cleaning equipment, of course, 
you will go the limit in having 
clean glass. 


You will find two 
original display sug- 


gestions on these 
pages each week. 


23. 







Feature Housewares and 


ILFORD, CONN., is the home 
M of Harrison & Gould, “The 
Hardware Shop,” and two of 
our selected windows come from this 


Standard Statistics Forecasts 
Retail Trade Prospects 


Retail distribution during the past 
two months has been restricted by the 
usual summer lethargy among consum- 
ers. With only a few exceptions, dollar 
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source this week. The clock window 
at the top of this page is worthy of 
notice in any city. It was trimmed 


by S. McMeekin. The other window 


results have made less favorable com- 
parisons with a year earlier than were 
witnessed during the earlier 1931 
periods. Some seasonal advance in 
retail buying is to be anticipated dur- 
ing the next few months; there is no 
evidence as yet that such improvement 


from this store is the radio display 
on the opposite page. It is also the 
work of Mr. McMeekin, assisted by 
Mrs. E. Stanton. 


in trade will be of greater than sea- 
sonal proportions. Moreover, present 
prospects for the volume of Christmas 
trade are not satisfactory. In fact, 
barring the possible injection of some 
unexpected factor of basic economic 
significance into the general business 


HARDWARE AGE 





















The housefurnishings win- 
dow at the bottom of page 
24 was used back in June, 
by the Hoyt Hardware Co., 
Defiance, Ohio, but the dec- 
orative scheme offers plenty 
of suggestion for the pres- 
ent season. Note the spe- 
cially designed price tickets, 
uniform in size and shape, 
and the central poster which 
gets the attention of pas- 
sersby. This is a well bal- 
anced and pleasing window. 

The model store of the 
Chicago Retail Hardware 
Association presents a win- 
dow of electrical servants 
that might be adapted by 
many merchants for their 
own displays. 
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dj Electrical Appliances Now 
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structure, it is probable that holiday 
sales this year will be somewhat less 
favorable than those witnessed in 1930. 

Inventories are being maintained at 
an extremely low level. Thus, with re- 
tail prices apparently approaching a 
fair degree of stabilization, inventory 
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adjustments, which assumed large pro- 
portions in 1930, should be minimized 
at the 1931 year-end. Substantial 
operating and administrative economies 
also have been effected in all divisions. 
As was witnessed in the reported first 
half year results, however, it will be 


the outstanding chain organizations 
which will register the most favorable 
full year earnings. Aggregate income 
for the entire retail trade industry, at 
best, will be but moderately above that 
recorded in 1930.—Standard Statistics 
Co. 
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By Samuel Kalp 











Uncle John Says :— 


It’s Harvest Time and 
there’s many things needed 
in and around the house to 
get ready for winter—and 
there’s no better place than 
(Store Name) to buy your 
needs. Here you get quality 
merchandise at prices you 
can afford. 


(List Items 
With Prices) 


YOUR STORE NAME 
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For Hallowe’en 


Be Gay—It’s Hallowe’en 
Time! hile the Harvest 
Moon shines and there are 
parties galore—let us help 
you enjoy the season by sup- 
plying your needs at the low- 
est prices in fifteen years. 


(List Hallowe’en Items 
and Prices) 


YOUR STORE NAME 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, 
inclosing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING FEATURE 
239 W. 39th St. New York City 








Hardware Values 
That Compel Attention 


Thrifty customers who are shopping 
these days for real bargains can’t afford 
to overlook our outstanding values. They 
speak for themselves. You can only 
really appreciate them when you see 
their high quality for that is what 
makes them sensational at these prices. 





(List Items With Brief 
Descriptions and Prices) 


YOUR STORE N AM EB 
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Good Advertising Has Kept WEEK 
Many Stores on the Profit Side 


| | HARVEST 
SALE 


From Friday October -- to October -- LL8 


We've planned for months in order to offer you this Har- 
vest of Values. Gather them in—every one represents a 
. wonderful saving for you. Modern, up to the minute mer- 
chandise at the lowest prices in years. Don’t miss this op- 
portunity to buy and save! 
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Prices That Remind You 


of the good old pre-war days. 
You'll be amazed when you see 
the values throughout our store. 
The same high quality Mer- 
chandise, but at prices % to % 
less than you are accustomed 





7 to pay. 
Engineers’ pa 
. ist Nouseware 
\Y Wrench Set With Prices) 
$0.00 OIL HEATER| $().00 
YOUR STORE NAME 
nds gd? beexa| 9-00 sg double endwrenht : 





of the better quality at Hardened polished jaws. 


Here’s a real heater! Actually 








a price that you can af- Size ran see A ea 
heats a big room—a wonderful | ‘ ge 0 . 

ford (list items in set). | coventence during damp chilly| 4, Temarkable value at 
days before the heater is going | ‘his price. 
full blast or in the bitter cold 
winter. Look at these features— 
patent air distributor—adjustable 
ventilating damper — Radiating 

(List Items fire bowl. Size Tank (List Items 
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Don’t Run Away From 
the Rabbits 


We have everything you 
need in the way of hunting 


GAS HEATERS 
$().00 
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fe, Pac, on = ay nip = 
’ prices, ese heaters are in a . 
Garba e Pails class’ by themselves. Powerful $ ’ 
8 ten Radiant Heater made of solid .00 yourself. Here’s a few of our 
cast iron with an artistic finish. specials. 
$ 00 Quickly heats a good sized room. 
Size floor space Now is the time to 
finishes buy a new ash can. A 
special buy enables us 
— ew J ——— to — gene heavy cor- (Li H - ° 
steel, galvanized — guar- rugate steel cans at 
anteed leakproof — tight (Li t It this unusual price, gal- ist unting Supplies 
se =: A wonder- 1s ems oe Page 88 With Prices) 
'w argain at this low ° +4 ‘omple wit cover— 
price. Size ——— gal. With Prices) Sizes. 
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By LLEW S. SOULE 


Company, looked up from the invoice he was 
figuring and glanced reflectively toward the 
front door. “There comes that Women’s Civic Club 
Committee again” he muttered. “I gave them $25 
last week; wonder what the deuce they want now.” 
He found out, a few minutes later. It seemed 
that the club was holding a special musicale in 
honor of its founder. Of course, Mr. Sanders had 
donated to its philanthropic work, but this was dif- 
This was really an opportunity for Mr. 
Sanders. The committee had decided to get out a 
special souvenir program for the members; this 
program would have certain pages reserved for ad- 
vertising and, well—“the price was only $25 per 
page.” 

Bill knew the club members and where they 
traded; he knew they represented less than one per 
cent of his prospect list. He knew that he could 
reach practically all of his prospective customers 
through his regular advertising for that twenty-five 
dollars. But—he was afraid the committee would 
talk. He sighed and wrote out his check. “It’s 
nothing but a confounded racket” he mumbled as 
he turned back to his invoices. 

Three days later Bill Sanders was notified of his 
appointment to head the Citizens’ Committee in 
charge of annual Apple Day Festival. That same 
afternoon the local newspaper man dropped in to 


Bi SANDERS of the Sanders Hardware 


ferent. 
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congratulate him and to offer a 
suggestion. “The festival would 
need considerable publicity. 
This could be attained through a 
special ‘Apple Day Edition’ of 
the Weekly Bugle. It could be 
printed in-color and illustrated 
with pictures of orchards, apple 
growers and leading business 
men. The smaller merchants 
could each take a half page of 
advertising in the issue; the 
larger ones such as Mr. Sanders 
would undoubtedly want a full 
page. It really wouldn’t cost 
any more than an ordinary ad; he could present all 
the lines he carried together with a personal mes- 
sage to the trade. He could assume the cost for 
space occupied by the mes- 
sage and his sources of sup- 
ply would undoubtedly be 
willing to pay the balance.” 

It looked like an easy way 
out, for Bill, as he signed on 
the dotted line. The next 
day he dictated a letter to 
his wholesaler and similar ones to manufacturers in 
whose lines he specialized. He told them of the 
forthcoming “Apple Day Festival”; he told of the 
wonderful publicity plan; incidentally he men- 
tioned his committee chairmanship. “An adver- 
lisement in the special edition would only cost the 
wholesaler or manufacturer fifty dollars.” “Of 
course he wished the firm receiving the letter to 
view it strictly as a business proposition; whatever 
action was taken it would make no difference in his 
trading, etc.” 

James Norris, president of the Bellville Whole- 
sale Hardware Company, read Bill’s letter with a 
frown. He knew that from an advertising stand- 
point the $50 involved would be virtually wasted. 
However, “Bill was a good customer and he couldn’t 
afford to offend him. Just the same,” he said to 
himself, as he signed the check: “It’s just a plain 
racket.” 

James Norris was strongly interested in his home 
town. He came from one of Bellville’s oldest and 
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finest families. His business dated back to the time 
when old Silas Norris had packed his meager stock 
across the Allegheny Mountains on the back of a 
mule. It was natural therefore that he should be 
expected to take an active part in local civic matters. 

Only a few days before, the City Council had 
formally decided to properly celebrate the One 
Hundredth Anniversary of Bellville’s founding. 
The Bellville Daily Trumpet had already signified 
its intention of bringing out a “Centennial Edition” 
in honor of the event. It was to be profusely illus- 
trated and carry the history of Bellville, a record of 
its resources and the achievements of its prominent 
citizens. 

The editor and _ business 
manager made a special call 
on Jim. “We are going to 
write a short history of your 
business for the Big Centen- 
nial Number,” they  ex- 
plained. “How about photographs, including one 
of Mr. Norris himself?” Jim willingly dug up the 
required pictures. After all it was good advertis- 
ing and he felt rather flattered over it all. Then 
as he prepared to bid them good-bye, the news- 
paper men started the time-worn Bally-Hoo. 

“Naturally you will want a full page in the edi- 
tion to advertise your extensive lines” they said. 
“Tt will not cost you very much as undoubtedly the 
manufacturers will gladly pay their proportion of 
the expense. It will be a wonderful opportunity 
for them to attract the favorable attention of Bell- 
ville’s citizens to their merchandise.” 

Twenty minutes later the newspaper men walked 
briskly out with the page contract, while James 
Norris called his private stenographer and began— 

“Chas. H. Hanford, Pres., 

Nation Wide Mfg. Co., Chicago, II. 

“Dear Mr. Hanford: 

“On the fifteenth of November the City of Bellville will 
celebrate its one hundredth anniversary. In honor of this 
event, the Bellville Daily Trumpet will publish a special 
Bellville Centennial Number. It will be profusely illus- 
trated and will carry articles covering Bellville’s history, 
resources and development. If you can see your way 
clear to do so in view of the business you receive from 
this rapidly growing district, to cooperate with us in an 
advertisement in this particular issue, we will greatly ap- 


preciate it. 
“We desire to make it clear, however, that we wish you 
to be guided entirely by the advertising value this oppor- 
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tunity presents. If you do not care to participate, it will 
in no way affect our business relationship. The rate is 
$100 for the amount of space temporarily assigned to you. 
We will gladly arrange the details if you so desire. 
“BELLVILLE HarpwarE Co. 
“James Hanford, Pres.” 


The manufacturer snorted as he read that letter. 
‘Just a regular damned racket” he snapped. “But— 
the Bellville Hardware Co. is a mighty good ac- 
count. I guess we’ll just have 
to stand for it.” 

About a month later the 
chairman of the Women’s 
Civic Club was again in Jim 
Sanders store, this time as a 
customer. “I’d like to buy 
that roaster” she said, “but 
your price is entirely too high. The Bing Chain 
Store sells one just as good for $1.89. The man- 
ager told me he can sell cheaper than the other 
stores because he don’t deal with middlemen and 
his expenses are lower.” 

That afternoon the salesman from the Bellville 
Wholesale Hardware Company dropped in for his 
usual order. “How about a dozen of those Nation 
Wide roasters,” he queried. “Nothing doing” said 
Bill. “You’re away too high.” Either your cost 
is out of line, or your overhead is too high. If it 
keeps up I may have to look for better buying 
connections.” 

Three days later James Norris again wrote to the 
Nation Wide Mfg. Co. “We will have to discon- 
tinue your line of roasters. Your prices are alto- 
gether too high. If the quotation given us is your 
best, your overhead costs must be out of line, etc.” 

Chas. Hanford laid the letter down with a sigh. 
“Looks like another salary cut” he said to himself. 
Then he picked up the next letter from his pile of 
morning mail. “We are celebrating the fiftieth an- 
niversary of Parkers Landing” he read. “Damn 
Parker’s Landing” he snorted, as he slammed the 
letter down on his desk. “What’s the matter?” 
asked the sales manager. “Oh just another of those 
blamed advertising rackets,” was the reply. 

“But’—he continued, “Guilford is one of our 
best customers. I guess we’ll have to kick in. By 
the way” he added, “we'll have to raise the list on 
that new line. Our general overhead don’t seem to 
come down the way it should—TI can’t understand it. 
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What 
Flecks’ Did to 


By HAROLD FRANKLIN 


HREE things in particular 
[scons for the fact that 

W. C. Fleck & Bro., Inc., 
hardware dealers of Jenkintown, 
Pa., have come through the de- 
pression with flying colors—the 
installation of open displays, 
stock diversification and an un- 
usual type of out-of-the-store 
selling. 

While business in general has 
been off from 10 to 15 per cent, 
this concern has been keeping 
both volume and profit surpris- 
ingly close to par. No slashing 
of prices. No featuring of in- 
ferior merchandise. No crazy 
credit. No door bell ringing. 
No wild-eyed selling to get a 
little business at any cost. Just 
sound merchandising of quality 
goods at fair prices. Just aggres- 
sive selling that has given the 
concern the “jump” on immedi- 
ate competition without sacrific- 
ing opportunities for repeat 
business when things resume their 
normal stride. 


For instance, a new building 
was started in Jenkintown not 
long ago. As soon as he heard 
of it, A. Stuard Graham, vice- 
president of Fleck’s sought out a 
friend who was a stockholder in 
the company doing the building. 
The friend wrote a letter of in- 
troduction to the architect. In 
presenting it, Mr. Graham quick- 
ly sold the latter on the advan- 
tages of having the various con- 
tractors open their accounts with 
a nearby local concern. Result: 


More than $3,000 worth of new 
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Get the Business 





business that may or may not 
have found its way to Flecks’ in 
the ordinary course of events. 
About a year and a half ago, 
these dealers came to the conclu- 
sion that there were a lot of 
schools in and about their pros- 
perous Philadelphia suburban 
community from which they 
should be getting business. A 
few of them were already on the 
books but not many. Conse- 
quently, a man was _ hired, 
equipped with a car and sent out 
to see what he could do. Today, 
more than a dozen large schools 
are good customers of the store. 
Those previously on the books 
are buying more than 
they ever did before. 






the United States, but even 
more so: because this store has 
gone out after the business in- 
stead of waiting for business to 
come to it. Many of the neigh- 
borhood’s finest estates are now 
supplied with merchandise rang- 
ing from small hardware to gar- 
den implements, seed and fertil- 
izer, thanks to the out-of-the- 
store contact with supervisors 
and, in a number of instances, 
with owners themselves. Nor is 
this business confined to nearby 
places. Flecks’ now go after this 
trade for miles around—and 


often land it. 


“Tt’s just as easy to get the 





In one instance, the 
salesman boosted the 
sales to an academy 
from $300 to more 
than $1,000 within a 
year. The day this 
was written an order 
for half a carload of | 
paper towels for a 
school reposed on Mr. 


Graham’s desk. 


Selling to Big Estates 


This particular 
salesman now special- 
izes in selling to es- 
tates, country clubs 
and garages as well as 
to schools. The estate 
business has proved 
especially _ profitable. 
This is so partly be- 
cause Jenkintown is 
one of the wealthiest 
suburban districts in 





You will be interested in the 
methods that enabled this 
Jenkintown, Pa., hardware 
store to keep its volume and 
profit close to par during the 
time when general business 
has been off from 10 to 15 


per cent. 


This story of Flecks’ hard- 
ware store is complete in its 
narration, and most readable 
in its style. The author has 
contributed a story well worth 
the short time it will take you 
to read it. 


It is not a story of any one 
phase of retailing in the store, 
but a complete discussion of 
how the various problems in 
retailing in that locality are 
met—successfully. 
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A. STUARD GRAHAM 


business of the wealthier mem- 
bers of your community as it is 
to get that of the poorer classes,” 
they explain. “Easier in fact. 
Estate owners generally appre- 
ciate quality and are willing to 
pay a fair price for it. But you 
can’t afford to sit around and 
wait for them to come in and 
buy. For that matter, you can’t 
afford to sit around and wait for 
anyone these days. We have 
been in business here for sixty- 
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“These days a nice store and a dwversi- 
fied stock are only half the battle. Com- 


One of Flecks’ window 
displays for the 66th 
Anniversary sale. A large 
cut of this display was 
used in an advertisement 
in the local newspaper. 
Direct mail also played a 
prominent part in helping 
this concern to open its 
fall selling season with a 
“bang.” 
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petitors both in and out of the hardware 
business are going after the trade.” 


six years, but that doesn’t mean 
that folks will come to us as a 
matter of course. It doesn’t even 
mean that our old customers will 
stick with us. 

“We could almost count on the 
fingers of two hands those who 
would continue to come to us 
regularly without some show of 
interest on our part aside from 
the usual courtesies and _ thank- 
yous of storekeeping as _prac- 
ticed ten years or so ago. Com- 






—A. Stuard Graham. 


petitors both in and out of the 
hardware business are going 
after the trade. The dealer who 
expects to keep up with the pro- 
cession will have to go out, too. 
These days, a nice store and a 
diversified stock are only half 
the battle.” 

Getting the Sporting Goods 

Trade 

Sporting goods offer an illus- 
tration. From a rear nook in the 
Fleck these have been 


store, 
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brought out front. Some of the 
best space in the store is devoted 
to them. So is one of the four 
spacious windows. But that is 
not all. The young man in 
charge is a former scholastic 
athelete. Every spring and fall 
and sometimes in between, he 
puts on his hat and coat and 
makes a tour of the surrounding 
schools. Coaches and directors 
of atheletics are his points of 
contact. 

In one of his first trips, this 
young fellow landed an order for 
almost $1,000 worth of equip- 
ment for a new gymnasium in a 
nearby college for girls. Thanks 
to aggressive selling both in and 
out of the store, the yearly total 
of sporting goods business has 
jumped from a few thousand dol- 
lars to between ten and fifteen 
thousand. And it is going still 
higher if there is anything to be 
learned from the lessons of the 
past couple of years. 

Those at Flecks’ know whereof 


they speak when they say that 
out-of-the-store effort of a high 
type is necessary for the modern 


dealer. In addition to the Jenk- 
intown store, the company has a 
branch in Hatboro, another 
Quaker City suburb. Also, it 
conducts a wholesale business in 
two counties which brings the 
heads of the business in close 
touch with other dealers and 
their problems. 

“As I see it,” says Mr. 
Graham, “the average dealer has 
got to base his selling largely on 
personality and friendship. This 
must be expressed through direct 
contact with his customers. In 
Jenkintown, there is a Sears, 
Roebuck store right down the 
street from ours. I’m only sorry 
it isn’t next door. It draws a lot 
of people to town and that means 
business for us if we’re good 
enough to get it. It’s a chance to 
get in close contact with a lot of 
folks and show them just what 
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we mean by real service and 
quality goods from a friendly 
store. The concern that can do 
that hasn’t anything to fear from 
Sears, Roebuck or anyone else.” 

The “Up-and-at-’Em” Spirit 

Frank Fleck, manager of the 
Finished Hardware Department 
feels the same way about his end 
of the business. Most of his time 
is spent in calling on architects 
and builders and the volume 
built up here stands as proof of 
the efficacy of his methods. 

“Sure we have big city com- 
petition,” he says, “but that 
doesn’t mean that it is insur- 
mountable. It’s just a matter of 
plugging away—of going out 
and exposing yourself to busi- 
ness. Of course the building 
game is badly shot right now, 
but there’s still a lot of building 
being done. Railroads, schools 
and municipalities are taking ad- 
vantage of the chance to build at 
low cost and we’re getting our 
share of their orders— maybe 
more.” 

Manager Herman Klein of the 
Hatboro branch store is likewise 
will imbued with the “up-and-at- 
em” spirit. He does a lot of 
outside selling to farmers—any- 
thing from special formula fer- 
tilizers to small _ hardware. 
Sometimes he will load a lot of 
merchandise on a truck and start 
out. One day not long ago, he 
came back with more than $100 
in cash and several orders for 
poultry supplies he didn’t hap- 
pen to have along. He is well 
acquainted with most of the 
farmers in his territory and loses 
no time in meeting the new ones. 
They come to his store as a natu- 
ral result—or give him their or- 
ders then and there. 

Paint Week Brings the Business 

One of the big events at 
Flecks’ is paint week. This is 
held twice every year during the 


middle of April and the last 


week in September. It is widely 
heralded by letters, by newspa- 
per advertising and by dodgers 
distributed from door to door. 
Windows are trimmed with spe- 
cial care. A big paint display 
up front in the store near the 
entrance catches the eyes of all 
comers. 

Usually, a special painting 
demonstration is put on during 
this event. An expert is there to 
show customers how to use the 
various paints and to , answer 
questions about them. Part of 
his week is spent out of the store 
with one of the outdoor sales- 
men. 

During paint week last fall, 
a man visited the store and be- 
came interested in the demonstra- 
tion. Inquiry showed that he 
was head of a nearby prepara- 
tory school for boys—also that 
he was planning to have some 
painting done. A couple of days 
later, the expert and the Fleck 
salesman called at the school, 
convinced him of the advantage 
of having the work done himself 
and sold an order for $800 
worth of paint and materials. 
That is only a single instance of 
the value of bringing people into 
the store by means of a special 
event and then doing real, honest- 


_ to-goodness follow-up work on 


the leads obtained. 
Always Something New Here 


As an inducement to bring 
folks to the store during paint 
week, a thirty cent can of enamel 
is given free with every paint pur- 
chase. Last spring about 1000 
cans were given away—a fair 
record to say the least for a sub- 
urban store faced with big city 
competition and with Sears, Roe- 
buck & Company almost directly 
across the street! 

Stock diversification is the or- 
der of the day at Flecks’. The 
establishment is in fact almost a 

(Continued on page 37) 
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The Flight of Ducks 


By SAUNDERS NORVELL 


treaty on migratory birds. Following an un- 

derstanding with our Canadian cousins, by 
proclamation of the President we cut down our duck 
shootirfg to thirty days. It was naturally expected 
Canada would follow suit. We now find, however, 
the following shooting dates arranged by the 
Canadians: 


i a recent article I wrote about our Canadian 


Alberta N. Sept. Ist-Nov. 14th 
Alberta S. Sept. 15th-Nov. 14th 
British C. Sept. 15th-Dec. 31st 
New Bruns. Sept. 15th-Dec. 31st 
N. W. T. Sept. Ist-Dec. 14th 


Oct. Ist-Jan. 15th 
Sept. 15-Dec. 31st 


Nova Scotia 

Nova Colchester ~ 
Ontario Sept. Ist-Dec. 15th 
Quebec Sept. Ist-Dec. 15th 
Sask. North to W 54 Sept. Ist-Sept. 30th 
Sask. South to W 55 Sept. 15th-Dec. 31st 
Yukon Sept. lst-Dec. 14th 


Please note that with the exception of the province 
of Saskatchewan North to West 54, the Canadians 
have not limited themselves to one month. May 
we inquire why is this thusly? Why are the Cana- 
dians permitted to have a longer shooting period 
than the Americans? To the layman it would seem 
that before we entered into such an agreement it 
should be with the understanding that we both work 
according to the same rule. What is sauce for the 
goose should also be sauce for the gander! 

Further information sought and wanted. 


ok ok ok 


It is pleasant for a short interval to cut out 
lawyers, accountants, competitors, Department of 
Justice and the Federal Trade Commission, and 
study ducks. 

The king of ducks is the canvas back. He is the 
longest and hardest flyer. He flies high and thinks 
nothing of taking a hop of a thousand miles at one 
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time. His usual speed when he is loafing on the 
job is sixty to seventy miles an hour, but when he 
decides to hurry, he can easily make more than a 
hundred miles an hour. And when he settles down 
to his job of flying, he gets results. He goes in a 
straight line. 

The canvas back and the red head breed in Mani- 
toba and in the Arctic circle. They start their long 
flights in very cold weather and usually follow the 
celery beds. The canvas back is a deep diver. He 
does not simply tilt up, but goes all the way under 
the water for his food. These ducks fly in the usual 
triangle, the leader being at the apex of the tri- 
angle. As they fly, when the leader becomes tired 
he drops back into the side lines and another leader 
takes his place. These leaders are picked for their 
strength and wisdom. Usually the leaders are 
males, but occasionally a female leads the flight. 
They send out their scouts in advance of a flight, 
and know exactly where they are going. 

Mallards are found almost everywhere, even in 
the corn fields. They are recognized as the wisest 
of all ducks. There are several varieties of mal- 
lards, the green headed mallard of the West being 
about the same as the black head of the East. Then 
there are yellow legged and red legged mallards. 
The red legs are the last mallards to fly in the 
season. Blue bills and rudys fly with the canvas 
backs. 

The mallards are known as the leaders of the 
puddle ducks. They tip over in the water, flirting 
their tails. 

The teal is the smallest of the ducks. They breed 
all the way from southern Illinois to Manitoba. It 
is known as the summer duck, and is preferred by 
epicures as the most delicious eating duck of all. 

The brant is really a small goose. Ducks and 

(Continued on page 35) 
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Adequate displays 
of electric re- 
frigerators is a 
feature of the 
Londelius store. 


PPROXIMATELY 200 elec- 
trical refrigerators were 
sold in six months by 

C. A. Londelius & Sons, Inc., 
6233 South Peoria Street, Chi- 
cago, Ill. The Londelius staff 
strives in its contact with users 
of builders’ hardware and pur- 
chasers of household appliances 
of other types to 
campaign for 


electrical refrig- 
eration. 

Harry  Lon- 
delius says, “The 
hardware _ trade 
serves both the 


builder and_ the 
real estate oper- 
ator and has this 
contact with these 
industries in vari- 
ous lines besides 
refrigeration, les- 
sening his sales 


efforts because 
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They Sold 





200 Refrigerators 
in Six Months 


his contact has already been 
made. Both the builder and real 
estate operator are more prone 
to do business with an estab- 


lished outfit rather than 


some 





specialist who is merely opening 
a store for the sale of a certain 
commodity and is usually irre- 
sponsible. The stock generally 
carried is samples, inasmuch as 
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the distributors in the various 
localities make the deliveries 
and installation and guarantee 
the service for the period of 
guaranty which is from one to 
three years.” 

Four makes of electric refrig- 
erators are carried, although one 
line is particularly featured. 


Normally a stock of about thirty 
refrigerators is kept on hand to 
insure prompt delivery to cus- 
tomers. 

Some units are sold for cash 
on a 2 per cent 10 days, net 30 
basis, while others are sold on 
the installment plan. Each sale, 
regardless of the terms, is made 





on a conditional basis, whereby 
the unit is the property of the 
store until fully paid for. Of in- 
stallment buying on this line Mr. 
Londelius said, “Installment 
paper on refrigeration is consid- 
ered very desirable and pay- 
ments as a rule are very prompt.” 














The Flight of Ducks 


geese don’t fly alike. Ducks are often broken up 
in their flight, but geese fly closely together. 

It is stated that the breaking up of a flight of 
ducks is a good thing, as the ducks become sep- 
arated, joining other ducks of other families, and 
the breed is improved by stopping inbreeding. This 
is also true of quail and pheasants. Covies of 
these breeds that continue together year after year 
always deteriorate. 

It is interesting to take the atlas and study the 
flight of ducks. There are five general flights. Let 
us start in Northeastern Canada. This flight of 
ducks breeds in Newfoundland and Labrador, and 
flies around in Nova Scotia and in the vicinity of 
Halifax. A large portion of these ducks remain 
in this neighborhood all winter. Others of this 
flight continue down the coast to Massachusetts and 
Cape Cod, then to Cape Hatteras, and then usually 
they fly to the West and join some of the other 
migrations. This flight is composed largely of 
brant. 

Working West, the next flight breeds on the East 
Shore of Hudson Bay and James Bay. When they 
get going, they make straight for Lake Erie. From 
Lake Erie they usually divide into two sections, 
most of them flying to North Carolina and Virginia. 
One section takes a side shoot to Reel Foot Lake 
in Tennessee. 

From year to year the flight of ducks changes. 
In recent years this flight has made for the west- 
ern Illinois bottoms and the Mississippi River, then 
on down to Louisiana and across to Brownsville 
and Matamoras, then from there across the Mexican 
border, where there are no shooting regulations and 
where they are slaughtered, swimming in the lakes, 
with swivel guns. 

Again moving westward in Canada, the third 
flight of ducks starts at their breeding grounds 
around Lake Winnipeg and go southward through 
North Dakota, South Dakota, Nebraska, Minnesota 
and Iowa. Then they swing in below St. Paul and 
beat it down the Mississippi River. This is the 
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(Continued from page 33) 


flight that is expected to be small this year on ac- 
count of the drought. 

You will notice, as stated above, that our Cana- 
dian friends have only placed Saskatchewan North 
to West 54 on a thirty day shooting basis. The 
Canadians, we suppose, have made this limit in this 
section because this is where the drought was, while 
in other sections where there was no drought, or 
where the drought was not so severe, they have not 
limited the shooting season very much. However, 
here in the United States, with our usual thorough- 
ness, we have made it a month everywhere, regard- 
less of previous conditions of drought. Again, how 
come? 

The fourth flight of ducks starts in the Peace 
River and the McKenzie River section of Canada. 
In former years, before the drainage of the 
Klamouth and Malheur sections, millions of ducks 
stopped in these swamps, but since this territory 
was drained they have been diverted to the Colo- 
rado River Valley, the Willamette River section 
and the Bear River marshes of Utah. And so on 
down to Colorado and the Canadian River. One 
branch of this flight also swings over to the Missis- 
sippi and to that great gathering place of ducks 
Reel Foot Lake in Tennessee. 

The fifth and last flight of ducks on the North 
American continent comes down from the North 
along the Pacific coast. But this flight in recent years 
has been broken up badly, and is now compara- 
tively of no great consequence compared with the 
other flights. 

If you wish to read a most interesting and de- 
lightful book about ducks, I recommend “American 
Duck, Goose and Brant Shooting,” by Dr. Wm. A. 
Bruette, published by G. Howard Watt, New York. 

Ducks, you know, as they fly, talk to each other. 
You can even hear the leaders and strong flying 
ducks pepping up and encouraging those that are 
tired and wish to drop out. Life is a battle and 
when the brave and strong lead the flying ducks, all 
is well. 
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Suggestions that Kill Sales 


OST people 
require help 
in their 


thinking. Very few 
are “self starters” 
when it comes to buy- 
ing an article which 
they can use to ad- 
vantage, but to which 
their attention has not 
been directed. That 
is the reason why 
suggestion plays such 
an important part in 
retail selling. It 
builds the additional 
sales which cut down 
overhead and in- 
crease profits. 

However, there is one draw- 
back to suggestion as a sales ally. 
It comes under two brands—af- 
firmative and negative. The 
affirmative naturally draws a 
“ves” from the customer, while 
the negative just as naturally 
draws a “no,” because it is much 
easier to say “no” than “yes” to 
a sales suggestion. There are 
many retail employees who know 
that they should suggest articles 
other than those called for, but 
too often they put their sugges- 
tions in the negative form. As a 
matter of fact, a negative sug- 
gestion has no place in a sales 
talk, except when the salesman 
wishes to show the fallacy of 
buying an inferior article. All 
suggestions in regard to mer- 
chandise you wish to sell should 
be affirmative. 

Recently I was in a retail store 
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when a clerk (he could hardly 
be rated as a salesman) was at- 
tempting to serve a customer. 
The man had come in with the 
definite purpose of buying a cer- 
tain type of wrench for use 
around a car. He knew what he 
wanted and stated his desire 
plainly. The clerk got out the 
wrench, showed it to the cus- 
tomer, and without a _ word, 
wrapped it up and gave it to him. 
He didn’t even say “Thank you” 
or “call again” as the customer 
started to leave. Then all at 
once the would-be salesman had 
a hunch. Evidently some one 
had told him that he should sug- 
gest additional purchases. By 


Thirty-fourth of a series of 
short articles for the man on 
the sales floor. 


that time the cus- 
tomer was _ twenty 
* feet from the tool sec- 
tion, and well on his 
way out of the store. 

However, that did not 

deter the clerk: 

“Hey” he called out, 

“you don’t want to 

buy a good tool kit, 

do you?” 

The customer 
never stopped. He 
merely slowed up 
long enough to say 
“No, I guess not” as 
he passed out the 
door. The clerk 
leaned against a sales 

table with a satisfied expression 
on his face which seemed to say: 
“Well, I gave him a chance to 
buy anyhow.” 

The entire transaction was 
poorly handled from a. sales 
standpoint- Not an ounce of 
creative salesmanship was used 
from start to finish. The time to 
have made the tool kit sugges- 
tion was immediately after the 
customer had made his decision 
on the wrench and before it was 
wrapped up. The clerk again 
displayed poor judgment in 
calling out to a customer after 
he had completed his purchase 
and was on his way out. The 
third and most glaring sales er- 
ror was revealed in the negative 
suggestion “You don’t want to 
buy a good tool kit, do you? The 
clerk said “you don’t—do you?” 

(Continued on page 53) 
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complete home furnishings store. 
To complete hardware stocks has 
been added a variety of merchan- 
dise from electrical appliances 
to preserving equipment and the 
sporting goods. 

“We always try to have some- 
thing new,” explains Paul 
Shisler who manages the Jenkin- 
town store. “No matter how 
often a customer drops in, we 
want him to feel that he’ll find 
something that he hasn’t seen be- 
fore. We want to encourage 
shopping. 

“With open display, the shop- 
per who buys some little novelty 
will probably make other pur- 
chases as well. This method is 
especially effective in selling to 
women. It is really surprising 
how much you can sell to the 
average housewife once you get 
her in the store. The trouble 
with a lot of hardware stores is 
that they’re not sufficiently at- 
tractive or their lines sufficiently 
varied to attract women shoppers 
except on rare occasions.” 

The appeal of something new 
is also utilized in out-of-the-store 
selling. Just now, the young 
man who calls on school coaches 
is featuring a new rubber wrest- 
ling mat. 

By keeping a careful eye open 
for specialties such as this, Fleck 
representatives are assured of 
having customers who are glad 
to see them. Moreover, special- 
ties often get them hearings 
when they might quickly be 
turned down if they had nothing 
in particular to talk about. More 
than one nice account has been 
opened with an initial order for 
some comparatively inexpensive 
specialty or novel piece of 
equipment that the coach has 
never seen before. 

As this is being written late 
in September, the Fleck store is 
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What Flecks’ Did to Get the Business 


(Continued from page 32) 


in the midst of a big Fall Anni- 
versary Sale—its 66th. In addi- 
tion to special merchandise val- 
ues, everything about the store 
has been changed to give it 
freshness and appeal. Windows 
have been redecorated, Store 
counters have been moved to new 
strategic locations, carefully 
trimmed and filled with up-to- 
the-minute merchandise. A large 
rummage counter has been 
installed in the center of the 
store and filled with specially 
priced odds and ends as an ef- 
fective means of weeding out old 
stock and speeding up turnover. 
All merchandise is plainly 
priced and many specials fea- 
tured. The latter range from 
health scales at $7.95, desk sets 
from $7 to $15, clothes baskets 
at $1.20 to folding card tables at 
$1.95 and paints at $3.15 a gal- 
lon or $15.50 for five gallons. 

On Sunday before the sale, 
the whole force was busily en- 
gaged all day in getting ready 
for it. Thus, although prepara- 
tion for the event had been going 
on for many months, the job of 
making the physical changes was 
all done at once so that they 
would be more noticeable. Even 
a number of new faces were to 
be seen behind the counters dur- 
ing the Sale—special merchan- 
dise demonstrators brought in 
for the occasion. From advertis- 
ing to store display and sales- 
manship, everything possible 
was done to impress folks with 
the fact that Flecks’ were em- 
barking on the new Fall season 
with a “bang.” Depression or 
no, here was a store that few 
would pass by. 


Selling Cooking Utensils 


For some time past, these 
dealers have been busy expand- 
ing their stocks of household 
equipment such as electrical ap- 


pliances, utensils, gifts and nov- 
elties. Moreover, they intend to 
have a woman devote practically 
all of her time to the sale of 
aluminum utensils. This is done 
on the assumption that the aver- 
age male clerk is not qualified to 
sell important cooking utensils. 
Housewives may feel—and per- 
haps rightly so—that a man 
doesn’t know what he is talking 
about. 

On occasions, they have tried 
a woman out in this department 
with good results. Now, after 
making the test, they are ready 
to go ahead. They believe that, 
with only this department to look 
after, a woman can spend a 
goodly share of her time out of 
the store. She can contact house- 
wives, club meetings, church 
gatherings and similar affairs 
and thus do much to build up 
this profitable business. 

Toys are a popular line at 
Flecks’—and one that is also be- 
ing expanded rapidly. They sell 
surprisingly well the year ’round 
although, of course, the holidays 
bring the biggest business. A 
day or two before Christmas, 
“Santa Claus” in person is on 
hand at the store to pass out gifts 
of toys to all children who come 
in accompanied by their parents. 
This has done much to popular- 
ize the toy department and is only 
one of many of those aggressive 
selling methods that have built 
up the business generally by 
bringing casual shoppers within 
range of the store’s heavy sales 
artillery. 


A Bit of Good Advice 


“Of course,” says Mr. Gra- 
ham, “there is a big temptation 
to cut prices and indulge in all 
sorts of questionable tactics for 
the sake of some immediate 
business in times like these. 
However, we haven’t gone in for 
that sort of thing. We’ve fea- 
tured price merchandise a little 
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more than usual because that is 
what a lot of people want. But 
we've insisted that it be quality 
merchandise as well. At that, 
our real effort has been put be- 
hind the well-known, high-grade 
brands. 

“We’re not going to sell our 
birthright for a mess of pottage. 
Don’t forget that, when the skies 
clear and things swing back to 
normal, people are going to re- 
member where they got the junk. 
Right now, the thing to do is to 
buy carefully, feature an occa- 


sional price line and merchan- 


dise aggressively both in and out » 


of the store. Above all, don’t 
sell any merchandise of a kind 
you'll be sorry for later.” 

And there you are. Even a 
brief visit to the store of W. C. 
Fleck & Bro., Inc., offers plenty 
of proof that the methods de- 
scribed in this article pay—par- 
ticularly those which have to do 
with going out and hunting busi- 
ness instead of sitting despond- 
ently by and waiting for it to 
hunt you. 





And the Goblins Will Get You 


(Continued from page 21) 


“resources” stand it? Do you want 
to put them out of business? What 
would you gain? 

That’s a nice, gaudy name the mer- 
chandise managers have given the 
humble manufacturer and wholesaler. 
“Resource!” It almost sounds as if 
the merchant feels that the producer 
is an essential part of the store’s or- 
ganization. Since this diplomatic name 
was invented, has the attitude of the 
retailer really changed? Has the re- 
tailer stopped believing that the re- 
source is a necessary evil; and in the 
case of chain retailers, not even neces- 
sary? 

It isn’t exciting to get into a sermon 
on the Golden Rule, although a golden 
rule is as good as any for drawing 
dotted lines. It isn’t necessary to bring 
up that old-fashioned word “coopera- 
tion.” It would seem just plain, ordi- 
nary common sense for a resource and 
an outlet to work together in this vale 
of tears as long as each is dependent 
on the other. Up in the retailer’s 
heaven, where there are no clouds, only 
silver linings, there will be no manu- 
facturers and no invoices. 

Somewhere about halfway through a 
depression the retailer begins to dis- 
cover just how dependent he is on the 
manufacturer. And on everybody else, 
for that matter. This discovery is 
roundabout, but painful. The retailer 
discovers that most of his customers 
have to work for a living and that 
many of them work for manufacturers 
either directly or indirectly. They fig- 
ure out that if the manufacturer con- 
tinues to sell below cost, if he sells at 
all, then his workers can’t work or 
make money with which to keep the re- 
tailer going. All this seems to be as 
simple as the vitamins in tomato juice, 
and the retailer finally gets it. But does 
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he do anything about it? He calls in 
the ghosts to help him scare the manu- 
facturer into selling below cost. Every 
day is Hallowe’en in a buyer’s market. 

Some day the retailer will discover 
that every time he pays an unfair or 
unsound price for merchandise, he is 
running the charger for the storage 
battery of business backwards. And 
that if he does it long enough there 
isn’t any business. Some day the re- 
tailer may discover that it is better 
business to give his resources a living 
wage than to play tricks with pumpkin 
lanterns. Perhaps that day will be the 
same day on which the resource dis- 
covers that it is better business to give 
his outlets a living wage. 

Part of the fun in the ghost game 
is the suspense—you keep the resource 
waiting in the dark. Then he is better 
at seeing ghosts. You simply hold off 
your orders. If you need goods in Oc- 
tober, you tell the salesman who calls 
in July that you haven’t even thought 
about it, and would he call again?— 
you’re always glad to see him. Along 
about Sept. 30 you send a telegram, 
collect, for one dozen of something in 
twelve assorted sizes and colors for 
delivery by air mail not later than Oct. 
1, especially if you are in California 
and the resource is in New York. If 
you get the chance, however, and the 
salesman calls on Sept. 15, you call out 
the ghosts. And since all his dotted 
lines have been blank for weeks. he 
will see any ghost you point out. He 
gives you a warm hand and you give 
him goose-flesh. 

Our economists call it, picturesquely, 
hand-to-mouth buying. If we weren’t 
an economist we’d call it thumb-to-nose 
buying. : 

Hand-to-mouth buying has been with 
us many years, ten years, in fact, since 








the dark days of 1921; dark days such 
as we have never seen since. Never! 
That, you remember, was the depres- 
sion to end depressions. At first the 
resources didn’t appreciate the beauties 
of hand-to-mouth buying, but they 
finally had to like it whether they liked 
it or not. But our bankers and econo- 
mists told us that hand-to-mouth buy- 
ing would make the world safe for 
prosperity. It meant that the retailer 
would never be caught with big in- 
ventories and that there would never 
-be overproduction; and, above all, it 
was good for turnover. 

According to the modern gospel of 
the new merchandising, anything which 
is good for turnover is good for every- 
thing, and better. The bigger the turn- 
over, the better the merchandising. 
Keep inventories down, keep your stock 
turning and your money turning and 
you can throw the red-ink bottle away; 
or, better still, give it to the resource 
for Christmas. Blessed is he who can 
sell two items when he has only one 
in stock. 

The apostles of turnover may not ad- 
mit it, but the idea is very much like 
the idea of the prayer-wheels of 
Thibet. You don’t have to work hard 
praying in-that mysterious land; your 
little wind wheel just keeps on turn- 
ing, and every time it turns it is say- 
ing a prayer for you which tallies up 
one more for your soul up above. You 
don’t have to worry; let somebody else 
raise the wind. 

Well, now we're in this squirrel-cage 
of turnover, what do we do with it? 
Where do we go? Shall we keep it 
turning at any cost? Anybody can fig- 
ure out which is the better merchant 
of two who have the same inventory 
and the same mark-up—the man with 
the big volume of the small. But it 
isn’t so easy to figure when the stock is 
too low for the trade and the mark-up 
is too low for a fair profit. 

It is true that except in food consum- 
ers have a pleasant habit of bunch- 
ing their buying into seasons, espe- 
cially in the traditional sales months 
on various items. This is true of such 
essentials as apparel, shoes, house fur- 
nishings and hardware. But the retail- 
er has developed the pleasanter habit 
not only of smaller orders, but of 
bunching these into a more compact 
season closer to the consumer’s seasons. 

Hand-to-mouth buying is dizzy enough 
in staples, but when it comes to style 
goods, airplane motors are slow motion. 
Style is the perfect alibi. You don’t 
buy because you don’t know how the 
styles will go; you’re watching the style 
trend. Suddenly you discover that cus- 
tomers will soon be coming in, and you 
stampede yourself into buying what 
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“everybody is buying” at the last min- 
ute. The result is that your buying is 
usually no more reasoned out or style- 
trended than it would have been if you 
had stampeded yourself three months 
or even six months earlier. 

In a period of falling prices, like 
these last two years, this waiting game 
would certainly seem to be the winning 
game. Wait, you say, and prices will 
go down. If everybody says it, they do; 
it’s the good old law of supply and de- 
mand. What demand? The retailer 
says, “Buy now” and acts “Don‘t buy 
now.” The trouble is that when every- 
body tries to outsit everybody else, 
nothing gets done; and nobody really 
wins. What you do to the manufac- 
turer, your customer does to you. Sooner 
or later, it all comes back to you. After 
all, this economics is like a barrel- 
hoop: step on it and it hits you on the 
shins. 

Those merchants are particularly 
clever who can make the resource 
wait until the merchandise can be la- 
belled “distress” and can be picked up 
at a fraction of its production cost. Just 
what is there about this which entitles 
a merchant to put his thumbs in his 
vest arm-holes? Is our present trouble 
overproduction or underconsumption or 
something worse, which comes from 
wrong distribution? 

No, our present trouble is not over- 
production or underconsumption. It’s 
just that here was Miss America guz- 
zling at the soda-fountain .of prosperity 
and suddenly she discovers that she has 
swallowed the straws. 

Leaving this heartrending scene, we 
find ourselves out on the ends of sev- 
eral limbs of several questions at the 


to sense the proper moment 
when a word of advise may be 
spoken, or when a suggestion 
may be made properly. He was 
found that bookstores are not the 
only places where people like to 
browse. They like to wander 
among open counters, inspecting 
this, lifting that, touching the 
saw blades, screws, bolts and 
other merchandise displayed so 
temptingly before them. Some 


people prefer to do their own 
selecting, others want a helping 
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same time. There’s the question of ghost 
competition, of hand-to-mouth buying, 
of seasonal buying, of waiting for style 
trends and of waiting for lower prices. 
No, they’re all the same question. If 
there’s anything we have heard in the 
last five years more than the old one 
about prosperity turning the corner, it’s 
that one about the high cost of selling. 
We have been told that our big pain 
is our distribution system, and that we 
can never be economically efficient until 
our distribution system is as good as 
our production system. 

But how much of the high cost of 
selling comes from the low intelligence 
of buying? 

And whose distribution system is it, 
anyway? Why do we keep on talking 
about the inefficiency and waste of our 
distribution system as if the system 
were something invented and operated 
only by the producers. No distribution 
system can be any better than its ulti- 
mate distributors, The retailers have 
an equal responsibility; and that in- 
cludes not only the way they distribute 
to the consumer, but also the way they 
buy from the producer. 

Manufacturers in the last two or 
three years have, for the first time in 
their lives, really begun to think about 
unemployment, chronic seasonal unem- 
ployment. Some are even thinking about 
guaranteeing their people so many 
weeks of work a year. But in order to 
have planned production, he must have 
orderly selling. And how does the re- 
tailer help? By buying hand-to-mouth. 

Our distribution system will never be 
efficient enough to give our retailers 
and resources a dependable living wage 
until distribution is made as nearly a 





How New Orleans Dealer Meets 


(Continued from page 18) 


hand now and then, and patience 
and experience with the public 
are the best instructors that Mr. 
Haas has found. 

The clerks are told what to do 
in general circumstances, and 
there are certain situations that 
call for standard handling; but 
at best these instructions can be 
only general. Each customer’s 
needs present specific problems, 
and if handled properly, the cus- 
tomer will be pleased. And if 
the customer is pleased, the store 


continuous process as modern factory 
production. We must devise some kind 
of continuous economic belt-conveyor 
just as we have devised mechanical 
ones. And the principle must be based 
on orderly and intelligent buying. This 
doesn’t mean high inventories and 
heavy risks and low turnover. In fact, 
it means breaking the curse of un- 
necessary inventory, but mot by either 
hand-to-mouth buying or “drunken- 
sailer” buying. It simply means know- 
ing what you'll need and ordering it 
for delivery as you sell it. 

Whatever system is devised, it must 
be flexible. But the idea that you have 
to have a salesman calling on you every 
so often to pick up an order, maybe, 
must be junked. The salesmen will 
have plenty to do in the next fifty 
years helping the retailer do a better 
job of retailing. 

What business needs to get rid of 
ghost competition is the light of facts, 
the book of standards and the bell of 
publicity. 

1. Give the manufacturer an even 
break. You may need him some day. 

2. Concentrate on as few manufac- 
turers as possible and you'll get any- 
thing you want. 

3. Help the manufacturer even out 
his peaks and valleys by orderly and 
planned buying. 

4. If you must worry about styles, 
do your worrying early, and get set on 
styles as soon as possible. 

5. Take off that bedsheet and that 
pumpkin head. You’re grown up, and 
it isn’t Hallowe’en every day. Besides, 
you'll feel better in the fresh air and 
the light. And so will business. 


“These Times” 


is making money, and if the store 
makes money, the clerks make 
it. So it all comes back to the 
clerks. As Mr. Haas pointed out 
—the store carries the stock, dis- 
played properly; the store’s ad- 
vertising and good name gets the 
people into the building, and the 
rest is up to the clerks. It has 
been made to the advantage of 
the clerks to see that the customer 
gets what he wants. 

And that is how this store met 
the conditions of “these times.” 
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W. E. MASTON, PRES., 
NATIONAL PAINT, OIL 
AND VARNISH ASS’N 


More than 500 delegates at- 
tended the forty-fourth annual 
convention of the National Paint, 
Oil & Varnish Association held 
at Atlantic City, N. J., Oct. 
5-8. Retiring President P. C. 
Frayser, vice-president, Simmons 
Hardware Co., and president, 
Mound City Paint & Color Co., 
both of St. Louis, Mo., proposed 
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that the various groups of the 
paint, varnish and allied indus- 
tries should join together in one 
national organization. 

A resolution was adopted for 
the establishment of a committee 
of three of the association’s 
budget and finance committee 
for the coordination and direc- 
tion of efforts to obtain greater 
acceptance in the paint and var- 
nish industry of the uniform 
financial plan suggested at last 
year’s convention in Toronto, 
Canada. It was also proposed 
that increased effort be made by 
the local clubs for the formation 
of special credit and collection 
committees within those units. 
Changes were proposed in speci- 
fications for containers and as to 
the number of shades of house 
paints offered. 

Willard E. Maston, Eagle- 
Picher Lead Co., Cincinnati, 
Ohio, was elected president of 
the organization. Charles Roh, 


Newark, was elected treasurer, 
and George V. Horgan was re- 
elected general manager of the 
association. 


Zone vice-presidents 


Canadian; R. A. Plumb, central; 
Frank Bownes, eastern; F. J. 
Sampson, southern, and R. H. 
Oakley, western. 

The following were elected di- 
rectors: J. L. Girardeau, At- 
lanta, Ga.; John Henry Coon, 
Baltimore, Md.; C. A. Martin, 
central New York; W. R. Mc- 
Farland, Colorado; George Sil- 
lers, Los Angeles, Cal.; E. R. 
Bernhardt, New Orleans, La.; R. 
M. Roosevelt, New York; W. L. 
Turner, Oakland, Cal.; Adam E. 
Daum, Pittsburgh, Pa.; N. S. 
Rogers, Puget Sound, Wash., and 
T. A. Flynn, Washington, D. C. 
D. W. Figgis, New York, was 
elected a member of the execu- 
tive committee for the three-year 
term. 

William C. Dabney, president, 
American Paint & Varnish Manu- 
facturers Association, read the 
code of ethics. W. B. Elwang, 
Richmond, Va., president, Na- 
tional Association of Paint Dis- 
tributors, commented on the sim- 


PEARCE PRESIDES AT 
ILLINOIS MEETING 


W. Glenn Pearce, secretary, 
PASHA, presided at the recent 
group meeting of the Illinois 
Retail Hardware Association 
held at Benton Country Club, 
held for dealers in the southern 
The subject 
of the meeting was, “Free Wheel- 
ing in Business.” Mr. Pearce 
was assisted by B. A. Schroeder, 
Barrington, IIl., president of the 
Illinois association, P. M. Mulli- 
ken, H. W. Hirth and C. E. 
Bradley. 


section of Illinois. 


POST OFFICE DEPT. 
WILL USE COTTON TWINE 


According to the New York 
Times, Oct. 10, the Post Office 
Department will substitute cot- 
ton for jute in its specifications 
for large purchases of twine. For 
tying letters and packages the 
department, according to the re- 


port, uses about eight carloads of 
twine a year. The jute used is 
not a domestic product, but is 





W. W. Shoales, 


elected were: 





ilarity of many problems facing 
both groups, and assured the del- 
egates that his association was 
anxious to cooperate in solving 
them. 
Dr. Julius Klein, Assistant Sec- 
retary of Commerce, spoke on 
“What Price Prosperity,” touch- 
ing upon the problems of the 
industry and ‘the importance of 
trade association activities, par- 
ticularly in relation to raw ma- 
terial requirements. . Dr. R. A. 
Plumb, chairman of the national 
clean up and paint up campaign 
bureau, reported on that activity. 
Horace S. Felton, Philadelphia, 
Pa., presented the report of the 
save the surface campaign. 
The forty-fourth annual ban- 
quet of the association was held 
the last night of the convention. 
In the annual women’s golf tour- 
nament, Mrs. C. D. Robbins had 
the low gross for eighteen holes, 
while Mrs. T. E. Alwyn had low 
gross for nine holes. Mrs. F. J. 
Derrick won the putting event. 





The Bureau of Standards has 
framed new specifications for 
cotton twine to meet the purpose 
of the Post Office Department. 
The item stated that bids would 
be asked for the supplying of 
1,300,000 pounds of cotton twine. 


SUPPLEE-BIDDLE PLANS 
TOY SALES INCREASES 


Supplee-Biddle Hardware Co., 
Philadelphia, Pa., has issued a 
20-page booklet in four colors for 
boosting toy sales in the retail- 
The booklet has a 
place for the dealer’s imprint. 
The dealer orders the book and 
with it receives a weekly bulletin 
giving suggestions for window 
displays and merchandising hints. 
Window trims, price cards, etc., 
are available to dealers. 


ers’ stores. 


VAN HYNING ADDRESSES 
PHILADELPHIA ASS’N 
R. J. Van Hyning, Eastern 
sales manager, W. C. Heller, 
Montpelier, Ohio, addressed the 
Philadelphia Retail Association 
meeting, Oct. 15, at the Y. M. 
C. A. Mr. Van Hyning urged 
his listeners to study their stores 
and to plan their sales attractively 
in to traffic 
through the entire store. He sug- 
gested that independent retailers 
visit chain stores. He held that 
the knowledge of how to mer- 


order increase 


chandise was needed more than 


fixtures and that the hardware 
dealer has a more complete line 
of merchandise than chain stores, 
biit that customers must be edu- 
cated to that fact. 

W. H. Blanning, president, 
PASHA, spoke on trade organi- 
zations and their value under 
the ever changing trade condi- 
tions. W. Glenn Pearce, secre- 
tary, PASHA, called attention to 
the progress of the coming hard- 
ware exhibition to be held Feb. 
9-12, 1932. C. Cressman, man- 
ager, J. S. Collins & Son, Inc., 
Moorestown, N. J., spoke on the 
business control needed to carry 
on their business last year. Presi- 
dent Horace G. Goodwin pre- 
sided. 

Greetings from past State 
Presidents Frank A. Hegner, Se- 
wickley, Pa., and Ernest Johan- 
nesen, Baltimore, Md., were read. 

Next month the Philadelphia 
association will continue its edu- 
cational program on the subject 
of seasonable merchandise. 





DORIS TO OPEN STORE; 
REQUESTS CATALOGS 

Edward K. Doris will open 
business under the name of 
Doris Hardware Co., Inc., at 129 
Washington Street, Providence, 
R. I., where a wholesale and re- 








THROPP IS PRESIDENT, 
SKILLMAN HDW. MFG. CO. 


Joseph W. Thropp recently 
became president of the Skillman 
Hardware Mfg. Co., Trenton, 
N. J. Addie V. D. Wherry is 


tail hardware, electrical supply, 


factory and mill supply. store 
will be conducted. Mr. Doris, 


who was formerly half owner, 
treasurer and buyer of Provi- 
dence Hardware & Supply Co., 
desires catalogs with price lists 








imported from India. 
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secretary and treasurer. 





and discounts. 
























Boston Retail Distribution Conference 


Discussed Merchandising, Sales Taxes 


At the recent Boston Confer- 
ence on Retail Distribution, held 
at the University Club, Bostort 
Mass., business men were urged 
to do all in their power to fight 
proposed levies on sales. Be- 
cause increased income taxes will 
not be popular with political 
parties, sales taxes were declared 
to be a “political expediency.” 
Problems facing merchandising 
men today were thoroughly dis- 
cussed at the conference. 

Ernest Hastings, editor, Dry 
Goods Economist, New York 
City, with which Harpware AGE 
is affiliated, referred to 1932 as 
“the mystery year of a century 
of business. A year that holds 
promise for those fearless busi- 
nesses that make an extraordi- 
nary effort. They'll succeed be- 
cause of timid souls who will 
hold back until times actually 
get better. They will be leaders 
when we hit our stride again. 
Their 1932 momentum will carry 








WARREN TELECHRON CO. 
PRODUCTION INCREASE 

An increase of approximately 
one-third in its production of 
electric clocks and a correspond- 
ing addition to the number of its 
employees were effected early in 
October by the Warren Tele- 
chron Co., Ashland, Mass. The 
increased output necessitated a 
second shift of employees. Both 
shifts are working six days a 
week and there has been no*re- 
duction in pay. 

A year ago the company 
opened a new building to in- 
crease its production and for the 
last month the output has been 
in excess of that in the corr- 
sponding period of 1930. 





W. L. CLAUSE DIES; WAS 
GLASS MANUFACTURER 


W. L. Clause, chairman of the 
board, Pittsburgh Plate Glass 
Co., Pittsburgh, Pa., died Oct. 7 
at the age of 73 at his home in 
Sewickley, Pa. Until 1889, he 
was connected with various man- 
ufacturing concerns. At _ that 
time he became secretary of the 
Diamond Plate Glass Co., Ko- 
komo, Ind., where he remained 
until 1895, when he” joined the 
Pittsburgh organization as gen- 
eral sales agent. In 1903 he be- 
came vice-president and two years 
later was made president. He 
became chairman of the board in 
1916. 

In addition he was president of 
the Columbia Chemical Co. and 
a director of the National In- 
dustrial Conference Board, the 
First National Bank of Pitts- 


burgh and the Peoples Savings 


over to new heights.” He said 
that manufacturers are more op- 
timistic than at any time during 
the past two years, although re- 
tail stocks are “dangerously low.” 
Mr. Hastings urged consideration 
of retailing as an art rather than 
as a science. 

Release of a low priced tele- 
vision set or the offering of a 
$1,500 fool proof airplane, or the 
general marketing of some other 
unusual proposition would, in his 
estimation, largely help in bring- 
ing back greater spending money, 
materially increasing better busi- 
ness conditions. Mr. Hastings 
said that any appropriation com- 
ing from Congress for improving 
the general conditions today 
would have to be made up in 
taxes on such commodities as to- 
bacco, gasoline, cigarettes, etc., 
thereby further crippling the 
spending power of the average 
citizen, with resulting decreased 
sales. 

William Nelson Taft, editorial 
director Retail Ledger publica- 








and Trust Co. 
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tions, spoke in opposition to the 
sales tax. He urged that mer- 
chants fight these taxes in their 
States and in Washington. Frank 
A. Black, publicity director, Wil- 
liam Filene’s Sons Co., Boston, 
Mass., department store, held 
that the offering of surprise and 
limited time sales tended to up- 
set the buying plans and abilities 
of a large proportion of people, 
thereby tending to upset their 
regular plans. He advocated 
greater periods of time for such 
special offerings. 

Gordon K. Creighton, merchan- 
dise manager, Conrad & Co., de- 
clared that much national adver- 
tising works to create a demand 
while most retail advertising as- 
sumes that there is a demand. 
He urged greater study of the 
customer’s actual demands. The 
general legislative drive for a 
chain store tax bill will fail, in 
the opinion of Godfrey M. Leb- 
har, editor, Chain Store Age. He 
said that such taxes were being 
proposed because some States 
were in dire need of additional 
revenue. 

John David, president, John 
David, Inc., New York City, 
urged changing of advertising to 
meet present day needs. Louis 
Wiley, general manager of the 
New York Times, urged that 
newspaper advertising columns be 
kept clean. 

Among the other prominent 
speakers were: Arthur Brisbane, 
Hearst Publications; Benjamin 
H. Namn, president, The Namm 
Store, Brooklyn, N. Y.; J. C. 
Penney, chairman of the board, 
J. C. Penney Co.; W. T. Grant. 





chairman of the board, W. T. 
Grant Co., and Paul H. Nystrom, 
Columbia University, School of 
Business, New York City. 

The final report on the retail 
census for Boston was released 
at the conference by John B. 
Guernsy, in charge of the bureau 
of retail distribution of the 
United States Department of 
Commerce. Dr. R. J. McFall, 
chief statistician of the bureau, 
presented a summary of retail 
distribution throughout the coun- 
try. 

INDIANA CHAIN TAX 

REHEARING IS DENIED 


The United States Supreme 
Court has denied a rehearing in 
the Indiana chain store case. 
This is the case in which the 
court, at its last term, upheld a 
graduated tax imposed by the In- 
diana State Legislature, thus 
opening the way for similar tax 
legislation in other States. The 
decision at the last term was a 
five to four finding. Due to that 
reason, and because of the gen- 
eral interest to merchandise dis- 
tributors, the outcome of the ac- 
tion for a rehearing had been 
anxiously awaited. 

In its recent denial for a re- 
hearing, the court disposed of 
the matter quickly, without hand- 
ing down a written opinion, the 
denial being included in a list 
of others filed shortly after the 
court had opened. 

As a result, the original de- 
cision now stands and in eflect 
sanctions the Indiana law, which 
segregates chain stores into a 
separate classification for pur- 
poses of taxation. The chain 
store interests, in protesting the 
legislation, had maintained that 
the tax was discriminatory and 
was intended to hamper the de- 
velopment of chain store systems. 





BURTON, SALES MGR., 
BRIDGEPORT HDW. CORP. 


Frank V. Burton became sales 
manager of the Bridgeport Hard- 
ware Mfg. Corp., Bridgeport, 
Conn., on Oct. 19, succeeding C. 
W. Priesing. Mr. Priesing is 
now sales manager of the Wahl 
Co., Chicago, IIl., manufacturers 
of Eversharp pens and pencils. 





AUTOMOTIVE HDW., INC., 
HAS LARGER QUARTERS 
Automotive Hardware, Inc., In- 
dianapolis, Ind., will move from 
546 S. Meriden Street to larger 
quarters on the second floor of 


MASBACK ESTABLISHES 
SPORTS GOODS DEPT. 
Masback Hardware Co., Inc., 

80 Warren Street, New York 

City, wholesale distributors, will 





W. T. WARREN 


establish a complete sporting 
goods and fishing tackle depart- 
ment under the management of 
W. T. Warren. Manufacturers’ 
representatives handling these 
lines may see Mr. Warren, Mon- 
days, Wednesdays and Fridays, 
from 1.30 to 4 p. m. Catalogues, 
prices and other data are re- 
quested. 


0. G. BENNETT MANAGES 
DU-ALL BRANCH OFFICE 


Otley G. Bennett is in charge 
of the Philadelphia office of The 
Du-All Mfg. Co., Geneva, Ohio, 
manufacturers of dust mops and 
polish. Display rooms and of- 
fices of that branch are located 
in the Bourse Building. Mr. 
Bennett is well known in the 
eastern Pennsylvania and Mary- 
land territory, served from the 
Philadelphia offices. 





BALTIMORE ASSOCIATION 
HEARS SUTHERLAND 


The Oct. 13 meeting of the 
Baltimore Hardware Association 
was held at the Fairfax Restau- 
rant, 112 E. Lexington Street, 
Baltimore, Md. Following the 
dinner John Henry Coon, Ren- 
nous-Kleinle Division, Pittsburgh 
Plate Glass Co., Baltimore, gave 
a report on the recent Clean- 
Paint-Plant-Fix Campaign, which 
gave jobs to many unemployed 
men. George Southerland, chief 
chemist, H. B. Davis Paint Co., 
Baltimore, gave a demonstration 
on the manufacture and applica- 
tion of paint, following which he 
answered questions on the sub- 
ject. 





the Industrial Building, 34 to 38 
S. Cruse Street, on Nov. 1. The 
firm carries heavy hardware used 
in the manufacture and repair of 
automobiles, motors and machin- 





W. Glenn Pearce, secretary, 
PASHA, showed pictures which 
he took at the association’s recent 
annual outing. 

President Ernest Johannesen 





ery. 


conducted the meeting. 
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NORTH JERSEY DEALERS 
HELD NEWARK MEETING 


Twenty members and guests at- 
tended the regular monthly meet- 
ing of the North Jersey Hardware 
& Supply Association, held at the 
Down Town Club, Newark, N. J., 
on Oct. 13. A dinner preceded 
the business session. 

President Leonard of the J.J. 
Leonard Hardware Co., South 
River, presided. After the regu- 
lar business of the organization 
had been transacted, informal 
talks were delivered by Harold 
Masback, vice-president, Mas- 
back Hardware Co., New York, 
N. Y.; Field Representative 
Erdstrom, PASHA, and James 
M. Witten, associate editor, 
HarpWaARE AGE. 

Mr. Masback suggested that 
dealers seek new business. 
through employing outside sales- 
men and described the methods 
being successfully used in this 
connection by several enterpris- 
ing hardware merchants. Mr. 
Erdstrom outlined the plans for 
the coming PASHA hardware 
show, while Mr. Witten related 
how some hardware stores he has 
visited are meeting present day 
operating and selling problems. 
An open forum discussion,, in 
which several members partici- 
pated, followed the talks. 

Horace W. Molyneux, Jersey 
City, secretary, announced that 
the next meeting of the associa- 
tion will be held in the Elks 
Club, Passaic, N. J., on Tuesday 
evening, Nov. 10. A program of 
special interest is being planned 
for the occasion. 





McKAIG, PHILADELPHIA 
PAINT CLUB HEAD 


Edgar S. McKaig was elected 
president of the Philadelphia 
Paint, Oil and Varnish Club at 
the recent meeting held at the 
Bellevue-Stratford Hotel, suc- 
ceeding Horace S. Felton. Other 
officers are: Vice-presidents, Hor- 
ace S. Felton and Thomas A. 
Williamson; secretary, George B. 


Heckel, and treasurer, F. S. 
Havens. 

Dr. John A. Stevenson, Penn 
Mutual Life Insurance (Co., 


spoke on “Organization Selling.” 
William H. Jarden, chairman of 
the club’s traffic committee, 
spoke on transportation as it af- 
fects industry, especially as to 
freight rates. 


HANNAN AND JOHNSTON 
ARE COPELAND AGENTS 


Copeland Products, Inc., 
Mount Clemens, Mich., has ap- 
pointed T. B. Hannan and Frank 
H. Johnston as field representa- 
tives. Mr. Hannan, who will 
cover Wisconsin and the north- 
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ern peninsula of Michigan, got 
his first training in specialty 
merchandising with the National 
Cash Register Co. for five years. 
For three years he was with the 
Twin Cities branch of Frigid- 
aire, working on household and 
commercial refrigeration sales 
and supervision. At one time he 
was field representative for 
George C. Beckwith Co. of Mil- 
waukee and Minneapolis. 

Mr. Johnston will handle the 
territory embracing Ohio, west- 
ern Pennsylvania, West Virginia 
and eastern Kentucky. He had 
been production control manager 
for General: Motors Radio Corp. 
previous to his connection with 
Copeland. 


EAST ST. LOUIS DISTRICT 
DEALERS HOLD MEETING 


Fifty-two hardware dealers, 
their associates and manufactur- 


ers and wholesalers’ representa-. 


tives attended a group meeting 
at the Broadview Hotel, East St. 
Louis, Ill., on Oct. 2. Dealers 
from St. Clair, Madison, Monroe, 
Bond and Washington Counties 
were represented at the meeting 
which was the fifth of a series 
of fifteen to be held in Illinois 
under the auspices of the State 
hardware association. 

Ben Schroeder, Barrington, 
president of the State organiza- 
tion, presided as chairman of the 
evening. Speakers were Paul M. 
Mullikan, Chicago, executive sec- 
retary, whose subject was “Free 
Wheeling in Business”; W. 
Glenn Pearce, Philadelphia, sec- 
retary, P. A. S. H. A., “Your 
Show Window Reflects Your 
Store”; Harold W. Hirth, Chi- 
cago, field secretary of the State 
organization, who on Nov. 1 will 
become associated with the Na- 
tional Retail Hardware Associa- 
tion, Indianapolis, Ind., “Sales 
Planning and Sales Promotion.” 

Arrangements for the East St. 
Louis group meeting were made 
by Herbert W. Giessing, secre- 
tary of the Schaub Hardware Co. 
of that city, who is a member ol 
the association’s State board. 





H. E. NICKERSON DIES 


Henry E. Nickerson, vice-pres- 
ident and secretary of the Cong- 
don & Carpenter Co., Providence, 
R. L, died at his home in that 
city on Oct. 9. Mr. Nickerson 
was born in South Dennis, Mass., 
Oct. 26, 1858. In 1875 he went 
to Providence, and two years 
later went to work for the Cong- 
don & Carpenter Co. He was 
widely known in the steel and 
metal trade throughout the coun- 
try and was active in the affairs 
of the National Hardware Asso- 
ciation. 





F. C. J. WISS DIES; 
PRES., J. WISS & SONS 


Frederick C. J. Wiss, 73, 
president and treasurer, J. Wiss 
& Sons Co., Newark, N. J., cut- 
lery manufacturers, died Oct. 9 
at his home in E. Orange, N. J., 
after a year’s illness. At the age 





FREDERICK C. J. WISS 


of 16 he entered the employ of 
the firm, which was then headed 
by his father, the founder of the 
organization. The company at 
that time employed three men 
and got power for its machines 
from a treadmill operated by a 
Newfoundland dog. 

Mr. Wiss was one of the foun- 
ders of the New Jersey Manu- 
facturers Association and a di- 
rector of the Employers Associa- 
tion of New Jersey. Mrs. Wiss, 
two sons and a daughter survive. 


EMPIRE LEVEL MFG. CO. 
APPOINTS AGENTS 


Empire Level Mfg. Co., Mil- 
waukee, Wis., has appointed Al- 
fred H. Dury, 529 Ridgeway Ave- 
nue, Cincinnati, Ohio, as_ its 
representative in southern Ohio 
and western Virginia. The F. 
W. Jonas Co., 320 East Third 
Street, Los Angeles, Cal., repre- 
sents the Empire Level company 
in the inter-mountain States. 


N. MICHIGAN DEALERS 
TO MEET AT GAYLORD 

At their annual rally and ban- 
quet meeting recently held in 
Petoskey, Mich., hardware deal- 


ers from northern Michigan 
voted to hold their 1932 session 
at Gaylord. 


George Ford, Gaylord, was 
elected regional chairman. At 
the recent meeting the principal 
address was delivered by Harold 
Bervig, general secretary, Michi- 
gan Retail Hardware Association, 
and George McCabe, Petoskey, 
presided. 








VONNEGUT HARDWARE 
CO. OPENS NEW BRANCH 


The Vonnegut Hardware Co., 
Indianapolis, Ind., has opened a 
new branch store in W. Wash- 
ington Street in the Belmont- 
Washington center. A. H. Blank 
is manager of the new branch, 
which is the third neighborhood 
unit opened by the company in 
Indianapolis. 


W. C. MYER PASSES 


William C. Myer, 79, presi- 
dent, Benjamin Myer & Co., 
Newark, N. J., hardware retail- 
ers, died Oct. 9 at his home in 
S. Orange, N. J. The business 
had been founded in 1828 by his 
father. Mrs. Myer and a daugh- 
ter survive. 


HENDRICK IS MANAGER 
OF THE H. B. IVES CO. 


At the recent meeting of the 
directors of the H. B. Ives Co,. 
New Haven, Conn., the following 
officers were re-elected: Presi- 
dent, Lauren A. Humiston; vice- 
president, William A. Eldridge; 
vice-president, George W. Brad- 
ley; treasurer, Charles G. Keeler, 
and secretary, Wesley H. Brad- 
ley. Hobart J. Hendrick was 
electéd to fill the newly created 
position of general manager. 





MONTANA CONVENTION 
TO MEET FEB. 11-13 


A. C. Talmage, secretary-treas- 
urer, Montana Implement and 
Hardware Association, has an- 
nounced that the convention at 
Billings, Mont., will be held Feb. 
11, 12 and 13. The manufactur- 
ers and wholesalers exhibits as 
arranged by the Billings Expo- 
sition Association will be held 
the same dates, but will be open 
only at night. 


TOPEKA FIRM MOVES 
TO NEW QUARTERS 


The McNeil & Smith Hardware 
Co., Topeka, Kan., one of the 
oldest and largest hardware firms 
in that city, recently moved into 
new quarters directly across the 
street from the city hall. The 
quarters the store now occupies 
were formerly used for its ware- 
house and were completely re- 
modeled. 


JOHN L. GREEN DIES 


John L. Green, senior member, 
Blackwood, Green & Co., Colum- 
bus, Ohio, hardware dealers, died 
Oct. 8 in that city following an 
extended illness. Mr. Green, 
who was 86 years of age, had 
been in business in Columbus 
for more than 50 years. 
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Demand Reflects 
Moderate Gain 


New York, Oct. 21.—Re- 
sponding to more favorable sea- 
sonal influences, trade activity in 
most of the principal hardware 
markets increased moderately 
during the past week. Further im- 
provement is anticipated with the 
first protracted spell of cold 
weather. 

October wholesale hardware 
sales, in the main, compare quite 
favorably with the like period of 
a year ago on a tonnage basis, 
although price declines during 
the past twelve months have 
caused a disparity of approxi- 
mately fifteen per cent to be re- 
flected in the dollar value of 
goods sold. 


The shortening of the hunting 
season by federal decree has 
noticeably retarded the current 
demand for firearms, ammuni- 
tion and hunting equipment in 
certain trade territories. Shelf 
and staple hardware lines are in 
improved demand. Some holiday 
lines have begun to move, but 
the majority of Christmas orders 
have not yet been placed. House- 
furnishings and painting mate- 
rials are in excellent demand. 

The price structure has recent- 
ly assumed a more stable charac- 
ter and fewer price concessions 
are being granted. No major 
price declines appear likely in 
the near future. In contrast, firm- 
er trends are apparent on some 
products. 
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Genera, Marker News 
OF THE WEEK 


The credit situation has an un- 
changed status, with collections 
retaining a fair average. 


August Paint and Varnish 
Sales Show Decline from 
Last Year 


Statistics on paint, varnish and lac- 
quer product sales as furnished to the 
Department of Commerce ‘by 588 
manufacturers, revealed August the 
poorest month of the year. Sales 
amounted to $21,368,179, as against 
$22,605,603 for July and $27,938,835 
and $42,094,769 for August of the two 
years preceding. Classified sales fell 
to $14,303,288 and unclassified to $7,- 
064,891. This compared with $18,561,- 
900 and $9,376,935 for 1930, and $29,- 
077,190 and $13,017,579 for 1929. It 
continued evident that industrial sales 
were lagging more than trade sales. 

For the first eight months of 1931 the 
total sales of these products amounted 
to $205,818,980, against $257,049,330 
and $312,300,766 for the two preceding 
years. Qf these sales $138,659,243 were 
classified and reported by 315 estab- 
lishments, which reported $176,321,103 
a year ago and $214,478,475 in 1929. 
Of these classified sales $54,902,056 
were industrial sales and $82,835,770 
trade sales this year. This compared 
with $73,782,260 and $100,697,684, and 
$100,540,663 and $112,311,810 sales for 
the past two years. 


Complaint Is Dismissed 
Against Roofing Nail 


Manufacturer 
(From Our Washington Bureau) 
The Federal Trade Commission has 
dismissed a complaint egainst A. J. 
Deniston, Jr., an individual trading as 
Deniston & Co., Chicago, manufacturer 
of roofing nails. The matter disposed 
of involved advertising and labeling 
of the company’s product. 


Wholesale Price Index 
Advances Slightly in Week 
Ended Oct. 10 


The weekly wholesale index of the 
National Fertilizer Association, which 
is based on 476 price quotations com- 
puted weekly, showed a small gain for 
The 


computation for the week ended Oct. 


the first time in several weeks. 


10 indicated a rise of one fractional 
point in the general index number. 
During the preceding week the gen- 
eral index number declined one full 
point, which was the largest decline 
The latest index 
number is 66.4; a week ago it was 
66.3, while a month ago it was 67.6. 
A year ago the index number stood 
at 83.3. (The index numbering 100 
represents the average for the three 
years 1926-1928.) 


in several months. 


Construction Contracts Show 
Loss of 26% in 3rd Quarter 


Although there was a loss of 26 per 
cent in construction contracts in thirty- 
seven” States east of the Rockies for 
the third quarter of this year as against 
in 1930, 
there were some exceptions to the 


the corresponding period 
general rule. There was a 29 per cent 
advance in engineering contracts in 
upper New York State, a 6 per cent 
gain in the same class of construction 
in the Middle Atlantic district and a 
rise of 34 per cent in non-residential 
building in the Chicago area, accord- 
ing to the F. W. Dodge Corporation. 

Two of the thirteen Dodge territories 
east of the Rockies showed gains in 
total construction for this third quar- 
ter as contrasted with the 1930 period. 

The total in contemplated projects 
reported during September for the en- 
tire thirty-seven States east of the 
Rockies was $222,843,000. 
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Basie Business Indicators for Week Ended Oct.'10 


. ‘ 





As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


A wide variance is shown in the charts reproduced below, which reflect the trends in twenty-one 
of the most important basic business indicators. As compared with the charts which were pub- 
lished on this page in last week’s issue, upward trends are reflected in coal production, steel ingot 
production, cotton receipts, bank debits outside New York City and money in circulation. Down- 
ward tendencies are apparent in nine of the remaining indicators, while seven remain unchanged. 
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(Atlanta office of HARDWARE AGE) 
ATLANTA, Oct. 20. 

USINESS conditions have evi- 
B denced very little change during 

the last two weeks. Hardware 
jobbing houses serving this territory 
report a fair movement of merchandise, 
and in tonnage or actual goods moving 
the volume is ahead of the same period 
of last year; however, sales in terms 
of dollars and cents are slightly under 
the corresponding period of a year ago. 
The cotton situation and the low prices 
received for many other of the South’s 
major money crops continue to handi- 
cap business improvement and progress, 
although in spite of these drawbacks 
sentiment among the trade has main- 
tained a fair degree of optimism, and 
dealers express belief that the worst 
is over and that better times are ahead. 


FUTURE ORDERS 


The future order list indicates very 
little interest in demand for merchan- 
dise generally ordered at this time for 
future delivery, and it is evident that 
the trade will withhold specifications 
as long as possible or until consumer 
demand is expressed. The future order 
list shows bookings on farm imple- 
ments, plows, parts, collars, back- 


MEMPHIS 


{Memphis Correspondent of HARDWARE AGB) 
Mempuis, Oct. 20. 
RADE news has changed very 
little since our last report. The 
customary seasonal improvement 
has failed to develop, due to the con- 
tinued warm and dry weather. Whole- 
salers of hardware and kindred lines 
anticipate that the demand will show 
improvement when more _ seasonable 
climatic conditions prevail. It is the 
general opinion of local wholesalers 
that there is a considerable demand for 
fall merchandise such as gas and coal 
heating stoves, coal hods, stove boards, 
fire shovels, stove pipe, etc., just under 
the surface that will be quickly un- 
covered by a change of weather. 


PROLONGS CROP SEASON 


Farmers have appreciated the pro- 
longed summer weather and _ have 
profited by same, as it has enabled 
them to make fine progress in gather- 
ing their crops. It is estimated that 
a very much larger percentage of cot- 
ton is open and picking has progressed 
more than usual and, as explained by 
cotton planters, the grade of cotton 
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ATLANTA 








bands, traces, hames and a few other 
small items. 


IN CURRENT DEMAND 


Among the items showing the most 
volume in current demand at this time 
are syrup cans, bale ties, stoves, ranges, 
coal hods, stove pipe, elbows, cutlery 
and guns and ammunition. 


PRICE REVISIONS 


Price changes of recent date have 
been few and unimportant. Tires and 
tube prices were revised slightly down- 
ward on Oct. 1. A few sizes are quoted 
on the Mansfield line as follows: 


TIRES 


29x4.40—4 ply—$3.94 
30x4.50—4 ply— 4.54 
28x4.75—4 ply— 5.29 
30x5.00—4 ply— 5.63 


TUBES 


29x4.40—4 ply— _ .95 Heavy Duty— 1.17 each 
30x4.50—4 ply—_ .95 Heavy Duty— 1.17 each 
28x4.75—4 ply— 1.08 Heavy Duty— 1.33 each 
30x5.00—4 ply— 1.14 Heavy Duty— 1.36 each 


EMPLOYMENT 


Although construction and industrial 
activity has boosted employment dur- 
ing the past month, the situation is 
still very unsatisfactory. Increased ac- 
tivity is reported in textile centers and 
will offer relief to the thousands that 
have been idle in this field. 


6 ply—$5.98 each 
6 ply— 6.34 each 
6.ply— 7.03 each 
6 ply— 7.94 each 





picked and ginned without rain on it 
is very much better, so that the benefit 
is really threefold. However, the plant- 
ers themselves are ready for a climatic 
change, and will welcome it. 


TRADE OPINIONS 


The trade generally does not believe 
conditions will show very marked im- 
provement during the remainder of the 
present calendar year, and some job- 
bers think the present dull, or slow, 
business will prevail during the com- 
ing spring and summer, and that a 
real revival of business may be ex- 
pected to begin in the early fall of 
1932. But we are inclined to cast 
our vote with those of the other class 
who think a revival is only weeks away 
and may begin to get under way with 
a weather change. 


SPRING GOODS 


Dealers are showing more interest 
in preparing their stocks for spring 
trade as the weeks go by. They are 
booking some business in such mer- 
chandise as will be used on the farms 
in preparing the next crop, including 


Tonnage Exceeds That of Year Ago— 
Collections Are Fairly Satisfactory 


COLLECTIONS 


Hardware jobbers report collections 
as being fair and in keeping with 
business conditions. Dealers are ex- 
periencing difficulty in making collec- 
tions in rural districts due to the low 
price of cotton. 


GENERAL CONDITIONS 


Construction and industrial expan- 
sion figures recently published for 
September give incontrovertible proof 
of the strong swing back to normalcy 
now under full headway in the south- 
ern territory. Building and construc- 
tion awards in the 16 Southern States 
showed a 31 per cent increase over 
August, totaling $54,000,000 as against 
$41,000,000 for the preceding month— 
the highest figure reached for any 
September since 1927. 

Going hand in hand with these con- 
struction figures are statistics pre- 
sented by the Manufacturers’ Record 
telling the story of the rapid industrial 
expansion now taking place in the 
South. This year has seen 140 new 
plants established in 18 southern cities 
while 11 other cities report 70 new 
plants assured. 


Change in Weather Is Needed— 
Prices Are Becoming More Stable 


plow handles, single trees, clevises, 
cotton rope, back bands, etc., and it is 
the opinion that within a few weeks 
bookings of spring goods will become 
quite general. 


PRICE TRENDS 


Revisions of a general nature are 
being made less frequently, indicating 
a more stable market condition. One 
recent general révision that seems to 
have met with general approval was 
a lowering of prices on leather goods. 
This is going to help the sale of this 
important line. Other changes are of 
much less importance and are really 
not worthy of mention. 


COLLECTIONS 


The desires of credit departments at 
this season, and in this strictly agri- 
cultural section, are for more and big- 
ger collections, but credit conditions 
are not considered alarming and are 
relatively better than in some other 
lines. Hardware wholesalers are giv- 


ing collections more than usual atten- 
tion, and as a result their accounts 
receivable are in fair shape. 
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New York, Oct. 20. 


ONSIDERING conditions, the 
first half of October was a more 
satisfactory period than most 

metropolitan wholesalers of hardware 
and related lines expected Many report 
that the volume of goods sold so far 
this month compares quite favorably 
with the corresponding period of a year 
ago. Price declines occurring since last 
year however have resulted in a decline 
of approximately 12 per cent being re- 
flected in the dollar value of the goods 
sold. Several local jobbers have ex- 
pressed the opinion that with more 
favorable weather trade would be quite 
brisk. They base this belief on the 
fact that business has been fair despite 
adverse weather conditions, and under 
more favorable auspices in this respect 
a material improvement is anticipated. 


AWAIT WEATHER CHANGE 


In scattered instances fall and winter 
lines are enjoying a moderate demand, 
although the bulk of seasonal buying 
has been postponed by dealers, who are 
apparently waiting for the consumer 
demand to materialize before commit- 
ting themselves. The cold snap of a 
few days ago created an almost im- 
mediate call for timely merchandise, 
indicating that retail stocks will need 
quick replenishment when a prolonged 
spell of winter weather will serve to 
develop the need for articles required 
by the public to cope with snow and 
low temperatures. 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, Oct. 20. 


CCORDING to wholesale shelf 
A hardware houses, business is 
quite satisfactory, although it 
shows a slight falling off as compared 
with a month ago. The contraction 
in sales is seasonal, however, and is 
not quite as pronounced, based on per- 
centages, as it has been in former 
years at this time. A further con- 
traction is anticipated during the re- 
mainder of October and during the 
first half of November, but after that 
it is expected to pick up and to be 
quite heavy during December. 


SEASONAL GOODS 


Cooler weather has created a some- 
what heavier demand for ash cans, ash 
sifters, large and small coal shovels, 


46 





NEW YORK 





IN CURRENT DEMAND 


Much of the merchandise being 
shipped to dealers at the present time 
is in the staple classification, embrac- 
ing a wide variety of year around 
items. A somewhat better demand is 
said to exist for hand tools and mis- 
cellaneous hardware needed in com- 
pleting repair jobs in time to protect 
property from the damages that might 
result from winter storms. Special 
offers being made by some manufac- 
turers of dead locks and night latches 
have resulted in considerable activity 
in these two builders’ hardware items. 

Among the seasonal lines reflecting 
an improved demand, the following are 
the most prominent: fruit presses, pre- 
serving equipment, grape crushers, 
radiator shields, humidifiers, oil heat- 
ers, electric heaters, prepared roofing, 
furnace scoops, coal hods, stove pipe. 
weather strip, ammunition, ash cans, 
axes, ash can trucks, window glass, 
anti freeze, and fireplace accessories. 
It is interesting to note that several 
of the most aggressive retailers in this 
territory are making a strong early bid 
for business in some fall specialties, 
such as radiator shields, by buying in 
large enough quantities that attractive 
prices are obtained which have enabled 
them to offer consumers excellent values 
on special sales events. 


HOLIDAY LINES 
Christmas merchandise has been 
ordered in limited volume, but such 
lines as toys, cutlery, silverware, tool 





stove pipe and elbows, stove pipe wire, 
stove accessories such as cover lifters, 
polishes, etc., and furnace accessories, 
particularly patching cements. Storm 
windows are being taker out of sum- 
mer storage and window fasteners, 
wood screws, etc., are therefore enjoy- 
ing wider distribution. Naturally, cer- 
tain retailers are also showing inter- 
est in axes, wedges, saws and bucks 
and crosscut and one-man saws. 


ROOFING MATERIAL 


As might be expected at this time 
of the year, all kinds and makes of 
roofing materials and building papers 
are in demand. It is quite evident 
that the average retail stock of such 
merchandise is limited. because the 


same retailer often orders goods two 
or more times a week. Window glass 






V olume Compares Favorably with Year Ago 
Cool Weather Will Develop Better Demand 


chests, Xmas tree holders and light 
sets have recently shown indications 
of an early improvement in the move- 
ment of gift goods. Retailers are said 
to be seeking attractive new items to 
be featured for gift purposes and have 
signified the intentions of promoting 
the idea that the hardware store is the 
logical place to obtain practical gifts 
of utility. ‘Stressing the latter thought 
in advertising is expected to have a 
wholesome effect in inducing shoppers 
to patronize-hardware stores in pref- 
erence to stores offering the luxury 
type of gift goods. 


FEW PRICE CHANGES 


Manufacturers have announced few 
prices changes of importance during 
the past week. The price situation 
generally has assumed a more stable 
and therefore more satisfactory char- 
acter, and no drastic declines appear 
to be in the immediate offing. 


COLLECTIONS 


The credit situation has improved 
slightly from the wholesaler’s view- 
point, as dealers are paying their bills 
with greater promptness and in most 
every instance have evidenced the de- 
sire to meet their obligations in full 
at the earliest possible moment. In 
some cases the inability of retailers to 
collect outstanding accounts from 
among their customers who have had 
their income substantially reduced or 
are unemployed is hampering their 
operations to some extent. 


Current Volume Shows Tapering.Trend 
Seasonal Goods Are Moderately Active 


also is selling well just now, with 
competition exceptionally keen this 
year. Quotations on the better known 
makes, however, are holding up well. 

With the cooler weather has come 
a demand for fish traps, the first of 
the season. Wholesalers figure that 
with the unemployment and part-time 
employment, winter fishing through the 
ice should be more popular than ever. 


THANKSGIVING 


Certain of the largest retailers have 
placed their orders for carving sets, 
nut crackers and other Thanksgiving 
merchandise. It is anticipated that 
another week will see quite an im- 
provement in the call for such things. 

A growing, yet not heavy, demand 
for winter sport goods also is reported, 
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particularly for hockey sticks, ice 
skates, snow shoes and skiis. 


TOY PRICES 


Retailers are beginning to nibble at 
toys, but no extensive buying is an- 
ticipated by wholesalers until next 
month, at least. In comparing today’s 
toy prices and those of a year ago, 
some moderate concessions are noted 
and a few light reductions. 


HUNTING GOODS 


In Vermont, New Hampshire and 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurcH, Oct. 20. 
EASONAL influences in the hard- 


ware trade during the past week 
brought about some improvement 
in business, and sentiment on the part 
of both dealers and jobbers is dis- 
tinctly better. However, the continu- 
ance of bank failures in some locali- 
ties has still served to bring about 
almost complete suspension of buying, 
and has further tied up credit. 
Improved demand on the part of re- 
tailers has been largely for seasonal 
goods, including coal hods and shovels, 
stove pipe, flashlight batteries and lan- 
terns. Charred kegs are also rather 
active, and shipments of loaded shells 
and firearms are still being made. With 
the hunting season scheduled to open 
in less than two weeks, retailers are 
now generally prepared for business 
in this line. Small stoves are moving 
out fairly well, but ventilators have 
been very quiet thus far in the year. 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Oct. 20. 
ENERAL conditions in the ter- 
{ ritory served by the Twin Cities 
show but little change over the 
recent weeks. October business so far 
shows some improvement over that of 
September, as far as the wholesale 
houses are concerned, and also with 
some of the retail stores. This may 
be attributed to the sale of heating 
goods, for one line, and to hunting 
supplies for another. 


HUNTING SUPPLIES 


Hunting supplies are not going to 
show anywhere near the usual volume 
in this section of the country. This 


is attributed to the greatly curtailed 
open season. The hunter who formerly 
would take several week-end hunting 
trips during the long open season, will 
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Maine it is an open season on rabbits, 
partridges, woodcock and waterfowl, 
and beginning today, Oct. 20, shooting 
of such game and birds in Massachu- 
setts will be allowed for a month. In 
New Brunswick, shooting of deer has 
been going on since Oct. 1. Retailers 
naturally have benefited by sales of 
hunting goods, but the current week 
should see consumer buying in Mas- 
sachusetts at its height. 


FEW PRICE CHANGES 


Aside from a decline of 5c. a bag in 





PRICE REVISIONS 


Price changes during the week have 
been principally in the form of re- 
ductions, although an advance in nail 
quotations is being contemplated. Job- 
bers have recently been quoting $2.15 
a keg, but the price is expected to be 
advanced to $2.20 in the near future 
because of higher quotations by mills. 
Bolts and nuts, on the other hand, are 
very weak, and some jobbers are now 
quoting cut thread bolts at 73 per cent 
off list, and roll thread at 73 and 10. 
Wire products reflect the strength in 
nails. Galvanized furnace pipe has 
been reduced, and is now being sold 
by jobbers at $5.50 a crate of 25 joints 
for the 26 gage, 8-in. size, and $6 a 
crate for the 26 gage, 9-in. size. In 
24 gage, 8-in., the price is $6.75, and 
in 24 gage, 9-in., $7.50 a crate. 

Jobbers have recently stocked a new 
galvanized stove board which sells at 
$2.75 a doz. in 24 x 24 in. sizes; $3.75 
in 28 x 28 in., and $4.50 in 30 x 30 in. 





reduce his hunting to one or two trips, 
and his need of shells is lessened ac- 
cordingly. The sale of new guns is 
also reduced, for many of the hunters 
will make the old equipment do for 
the season, instead of buying new. 


WHOLESALE TRADE 


One wholesale house reports a vol- 
ume for October up to this point 
which is better than September of this 
year and up to that of October a year 
ago, if not ahead, and inquiry reveals 
the fact that this house in its trade is 
concentrating on the larger items and 
aiding their trade to push them, thus 
keeping up the volume for the year. 
It is equally true that hardware supplies 
in the home of the average citizen must 
be nearing the point where replenish- 
ing is necessary, and this is true also 
of the average hardware store. Stocks 


~ alike. 





shot and a slight reduction in the cost 
of certain makes of tree sprayers, no 
price ehanges of importance were an- 
nounced by wholesalers the past week. 
There is no intimation from manufac- 
turers that prices will be lower, but a 
feeling persists in wholesale circles 
that a few further downward revisions 
will be made on certain kinds of mer- 
chandise at least. Just when such re- 
ductions will come is problematical, 
but the common guess is around the 
turn of the year. 


Business Shows Some Improvement; 
Several Price Reductions Effective 


Trace chains are lower, with electric 
weld chains type 7-10-2 now quoted at 
60c. a pr. and type 7-10-1 at 70c. a pr. 
Black coal chutes are lower, with the 
6-ft. size now available at $4.15 each; 
8 ft. at $5.50; 10 ft. at $6.90; 12 ft. 
at $8.25, and 14 ft. at $9.60. Other 
reductions include cotton twine, which 
is now quoted at 24c. a lb. in balls 
and 22c. a lb. in tubes and cones. 
Sisal fodder twine is lower at 10c. a 
lb. Turpentine is still quoted at 49c. 
a gal. in barrel lots, linseed oil at 
slightly under 9c. a lb. in barrel lots, 
and white lead at 13.25c. a Ib. 


STEEL INDUSTRY 


There has been no change in the 
rate of steel mill operations in the 
Pittsburgh district, although the long 
decline in production has apparently 
been checked and indications point to 
a slight improvement in the latter part 
of the month and November. 


Conditions Are Little Changed; 
October Sales Show Improvement 


are at a low point in the great majority 
of stores, and inventory this year will 
be a more simple matter than for many 
years in the past. 


COLLECTIONS 


Collections are still one of the main 
problems of the wholesaler and retailer 
This part of the business is 
being given all attention possible. Re- 
sults are commensurable with general 
business conditions. 


GENERAL CONDITIONS 


One encouraging feature in agricul- 
tural territory is the general rainfall, 
which has materially aided late crops 
and pastures, and put the soil in ex- 
excellent condition. 

Hardware prices in this market are 
stable, there being but little induce- 
ment for movement in any direction. 
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CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Oct. 20. 


HILE district hardware job- 
bers are receiving their share 
of the business, current de- 


mand for hardware merchandise has 
shown no change from the September 
level. Hand-to-mouth buying continues 
to characterize the present business 
volume. Steady warm weather is 
largely responsible for the slowness of 
seasonal merchandise. 


FUTURE ORDERS 


Of course, with present seasonal mer- 
chandise moving so slowly, there is 
relatively no demand for future goods. 
Some sales of denatured alcohol and 
holiday tree ornaments has been noted, 
but this is more of an exception to 
the rule than the general thing. 





(Boston office of HARDWARE AGE) 


Chicago, Oct. 20 


HICAGO is gratified this week, to 
C be host to the annual conventions 

of the hardware manufacturers 
and jobbers. Manufacturers and whole- 
salers here are keeping open house four 
their many callers, and the friendly con- 
tacts thus renewed afford a helpful and 
cheering stimulus to visitors and home- 
folks alike. 


CURRENT BUSINESS 


October business in hardware circles 
is very fair, for these times. There has 
been some of the expected fall pick-up, 
though the upturn has been less than 
hoped for, and below the normal annual 
gain for the month. 


GAIN BELATED? 


It is likely that to some extent sea- 
sonal gains this year have been de- 
ferred, and may be crowded into the 
remaining weeks of the year with help- 
ful effect upon sentiment. In all lines 
the caution of merchants undoubtedly 
tends to spread the buying season over 
a longer period than usual. 


MARKET NEWS NOTES 


Continued warm fall weather has 
quieted the demand for stoves and heat- 
ing supplies, but has not greatly af- 
fected the steady moving out of general 
winter goods. Toy sales are becoming 
really active, as dealers are laying 
plans for the holidays. It is noted that 
stores which have previously featured 
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CHICAGO 


RETAIL TRADE 


Retail hardware business has been 
slow. Demand from the consuming 
public is reflecting the general busi- 
ness and employment conditions. 
Household and general merchandise 
is most noticeable on the current re- 
tail business while a small demand 
for fall articles is noticed. Here, too, 
the warm weather is affecting the 
movement of merchandise. Current 
stocks of retailers, however, are being 
held to a minimum and they are not 
anticipating their demand beyond the 
current requirements. 


PRICE TENDENCY 


Except for occasional adjustments of 
quotations, price schedules remain un- 
changed. Jobbers are adhering to 








toy and gift sections are the earliest 
and the most interested in planning 
again for these lines. Evidently the 
general experience of their volume and 
profit has been favorable. Some job- 
bers have prepared rather impressive 
dealer advertising material to assist old 
and new toy departments in drawing 
patronage. 


PRICE REVISIONS 


Juvenile automobiles have been re- 
duced ten to twenty per cent—just in 
time to stimulate the pre-holiday sell- 
ing. Bathroom equipment, such as 
tubs, closets, lavatories and their acces- 
sories have been marked down about 
ten per cent this month. 


PENS AND PENCILS 


Fountain pens and pencils are in 
their best season for live and remunera- 
tive selling, with combined school and 
holiday demand as a stimulus. One 
wholesaler reports record sales of a 
dealers’ display assortment of dollar 
fountain pens, which nowadays com- 
bine good looks and really good ser- 
vice. 


RADIO SETS ACTIVE 


Radio purchases by up-to-date hard- 
ware stores are continuing at an active 
rate. A new five tube super heterodyne 
set now offered at a remarkably low 
price is a substantial improvement over 
the preceding models, and there seems 
to be no limit to the number of these 
popular priced sets which the public 
can absorb. 





Sales Continue at September Level; 
Warm Weather Retards Fall Demand 


quotations and are not offering price 
attractions to stimulate business. 


BUILDING ACTIVITY 


Building and real estate have slack- 
ened during the present month. Several 
large projects are still under construc- 
tion, but nothing new has been begun. 
Real estate brokers are exerting every 
effort to move property by reminding 
prospects of the present deflation of 
values, but lack of confidence in gen- 
eral business-conditions is tending to 
make buyers conservative. 


COLLECTIONS 


Collections have shown a very slight 
improvement, but the trade indicates 
that the situation is still far from being 
satisfactory. 


October Business Is Very Fair; 
Fall Upturn Not Pronounced 


COPPER RIVETS 


Copper rivets and burrs have fol- 
lowed ingot copper to the lowest price 
ever known. Low demand has resulted 
in competition forcing prices to a basis 
where the larger manufacturers would 
rather not sell than reduce further. 
The costs of making, packing and de- 
livering rivets are becoming increasing- 
ly more important than the cost of the 
copper entering into them. 


SEASONAL GOODS 


The call for furnace cement, roof 
cement, roof coatings and kindred items 
continues unabated. Window glass is 
moving out in fairly satisfactory vol- 
ume, considering the quietness in 
building operations. Glass substitutes 
are increasing steadily in sales. These 
are growing in use by industrial plants 
and stores for partition lights, as well 
as by the farmer for his poultry-house, 
his cellar and garage windows, and for 
greenhouses. 


OTHER REDUCTIONS 


Lower prices are out on putty, and 
the commercial grade in hundred pound 
kits is selling now at $2.75, a drop from 
$3.15 per cwt. Cotton mop-heads have 
declined ten to twenty per cent, and 
even the new values are not considered 
fully firm. Jobbers here are closely 
following factory changes in all lines 
as they occur, and the prompt adjust- 
ment of retail values is likewise very 
advisable. 
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The Kleanbore 16 Gauge 


AUTO EXPRESS LOAD | 
2%-Inch Shell—A Powerful Long Range Load 


Remington again blazes the trail. This time it’s a 16 gauge shell with a powerful long 
range which will bring them down when they are far away. 

Remington Kleanbore Auto Express Loads are in Nitro Club cases and give a ve- 
locity in excess of 34 drams smokeless powder with 14 ounces of shot—from BB to 8 
chilled. You really have 12 gauge results in a 16 gauge shell. Supplied only in 16 
gauge—in the green shell. 

The Auto Express Load was especially developed for the new Remington 16 
gauge “Sportsman,” and the Remington Model 11 Autoloader. These guns are the 
only ones of their types chambered for the 27-inch shell and either one makes an 
unbeatable combination with the 16 gauge Auto Express Load, giving maximum 
efficiency with a comparatively light weight gun. The Auto Express Load is also 
adapted to 16 gauge double and pump guns, chambered for 2#-inch shells. 











“The Sportsman” 
12, 16 and 20 gauges 
Retail Price $56.75 


The shooting season is upon us. Here is a 
real opportunity for every dealer to gather in additional busi- 

ness this Fall. There are many shooters who prefer the 16 gauge gun 
and who want to get every ounce of efficiency from their shells. Shipments of guns 
or shells can be obtained from your nearby jobber. Place your orders now so that 


there will be no delay in getting the goods. y) } 


REMINGTON ARMS COMPANY, Inc. =e 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 





© 1931 R. A. Co. 


The Greatest Value Ever Offered 








The Remington Standard American Dollar Pocket Knife 
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A big reduction 
in price—but 








BLAIR AUTOMATIC 























no difference 


in quality 


Nothing has been sacrificed in the Blair Automatic 
and Universal lines—except the price. Now you 
can offer these mowers equipped with automat- 
ically-adjusted ground ball bearings at prices only 
slightly higher than low-priced competition. 


The mechanical advantages and quality of these 
machines and other Blair models are advertised 
every week over the radio from March to October. 
It pays to stock lawn mowers bearing “the green 
Blair label on the handle.” 


The Blair line is complete, and includes models 
with which to meet price competition. Write for 
quotations and circular of the 1932 line. 


BLAIR MANUFACTURING COMPANY 


Established 1879 
Springfield, Massachusetts 


BLAIR Drawcut 


LAWN MOWERS 












Secret Service Padlock Keys 
in “Lift-Out Key Case” 


The Master Lock Co., Mil- 
waukee, Wis., packs the two 
nickel silver keys with each 
Master “Secret Service” Pad- 
lock in what is known as the 
“Lift-Out Key Case.” This 
handy holder is formed of 
cardboard and exactly fits the 
space ordinarily wasted be- 
tween the shackle and the 
carton. As is shown by the 
illustration, the keys are firmly 
held in place behind a card- 
board strap. They can be lifted 
out or put back without dis- 
turbing the padlock or enter- 
ing the box with the fingers. 
Like the box and the counter display carton, the key case 
is printed in four colors. Each carton contains six padlocks. 
Every individual “Secret Service” padlock box has an illus- 
tration showing the finish of the lock as well as a cut away 
view of the interior of the lock. There are six locks in a 
carton. 





Coleman No. 38 Iron Is 
of 1000 Watt Type 


The Coleman No. 38 electric iron described in the Oct. 8, 
1931, issue of HARDWARE AGE, on page 65, is a 1000 watt 
model. Due to a typographical error, the heading of the 
item describing toast oven No. 2 and the iron referred to the 
iron as having a wattage of 100. The Coleman Lamp & Stove 
Co., Wichita, Kan., is the maker of the iron and the toast oven. 


Winchester Twin 
Serviee Headlight 

The Winchester Twin - Service 
headlight, made by the Winchester 
Repeating Arms Co., New Haven, 
Conn., is a headlight which may 
be worn upon the head or carried 
in the~hands as a lantern. A con- 
vertible reflector makes it possible 
to use this headlight lantern either 
as a focusing or a diffusing light. 
It consists of a battery case, which 
may be carried in the pocket or 
clipped to a belt, and a headband 
for holding the light upon the user’s 
hat or forehead. Headlight may be quickly converted into 
the lantern simply by winding the headband and connecting 
cord around the battery case and fastening the headpiece 
to the front of the case with clips provided for that purpose. 
In this position lens may be tilted up or down. Either style 
may be quickly converted from focusing light to diffusing 
light and vice versa. List price is $4.50. Dealer cost is $2.93, 
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. Spread Bottom General a 
Victor Fruit Purpose 


W. W. BABCOCK CO. - - BATH, N. Y. 
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SeEING Is Buying 


This assortment of three pairs of the 
best selling sizes of STAR Heel Plates on 
CARDS is doubling and trebling sales— 
Seeing is Buying. 


STAR Heel Plates have been the “‘Pioneer 
Brand” for over 25 years. Made of best 
material, also larger and heavier than 
others. 














Packed one dozen cards to the bundle. 
Good profit. Sold by leading Jobbers. 
Ask for Card Assortment No. 5%. Send 
for SAMPLES and trade-prices. 


STAR HEEL PLATE CO. 
357-391 Wilson Ave., Newark, N. J. 
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BURNLEY 


The Soldering 
Paste that has _ 
satisfied. cus- 











The ropes illustrated were all soaked 





i ter for 48 hours. Taken from the 
tomers for over neon they easily proved their relative 
23 years. ai flexibility as shown, Columbian being 
the most see by re Columbian 
waterproofing renders it the easiest rope 
Sample free to handle, wet or dry. Insist upon 
Columbian. 
ROPE COMPANY 
BURNLEY BATTERY & MFG. CO. pcr gn ea 


Auburn, “The Cordage City,” N. Y. 


| COLUMBIAN Tape-Marked PURE MANILA ROPE 
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NORTH BAST, PENN. 




















= 


THE G E ia LIne 


Rainbow 


, Mop Handle 


No. 9120—Send for a sample of the 
new mop handle packed in assorted 
colors of red, green and blue. The 
heads are decorated with contrasting 
colors that show up particularly well 
on display. 

These new Gem Line Rainbow Mop 
Handles meet the demand of the 


modern housewife for color in her 
home. 
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Combination a 
Brush &Cloth 
Mop Handle 


No. 9124—This is a remarkable 
new Arcade Steel Head Mop 
Handle combining the principles of 
a cloth and brush mop. It is easy to 
fasten the brush or cloth mop by 
means of a tight spring lever. The 
head, being of steel instead of iron 
is non-breakable and capable of 
withstanding heavy pressure. 


() 








Samples are now ready 
Order from 
Your Jobber. 


ADE. HBRPWare 
and TOYS 

E MANUFACTURING CO. 

;PORT, ILLINOIS 


= ____ 


FR 


BRANCH OFFICES | 

New York if} REPRESENTATIVES 
sagt O gma } J. T. Rowntree, Inc. 
6146 oo” St. San Francisco Portland Salt Lake City 

M | Los Angeles Seattle Denver 
‘a 
Room 14111 | Reston Dallas 
A. T. Otis D. C. Otstott,. Inc. 





5 8 
6607 San Bonita (!! ; 
Ave. : 111 Summer St. Santa Fe Bldg. 












G-E Code Wire Has Colored Insulation 


A method of identifying its various grades of code wire by 
means of colored rubber insulation has been adopted by the 
General Electric Co., Schenectady, N. Y. Thus, architects, 
contractors and building owners may have the assurance that 
installations are up to specifications without the need for 
complicated and expensive laboratory tests. By means of 
this marking, the grades of wire in an installation may be 
identified at any time for years after the wiring system is 
in use. This feature is added with no increase in price. The 
three grades will be marked with colored rubber insulation 
as follows: Code—black; Intermediate—red; 30 per cent— 
green. Another feature of importance is tighter and closer 
braids with an improved: weatherproof finish. 


Seal Kraft 
Rose Bushes 


C. E. Wilson & Co., Inc., Manchester, 
Conn., offers Seal-Kraft Rose bushes. A 
secret coating process is used on these 
bushes as well as on other bushes, etc., 
offered by the Wilson company.. Plants 
so coated are considered to be proof 
against evaporation of moisture and quick 
death, says the maker. Moisture in the 
plant, when it is removed from the ground. 
is sealed in. Rose bushes coated in th’s 
manner have been kept for 45 days in 
an office under conditions similar to those 
found in stores. The Wilson company 
states that at the end of that time the 
bushes were alive and growing. Seal- 
Kraft roses, shrubs and vines are offered 
in various grades. Blue Seal roses, shrubs 
and vines cost the dealer $17.50 per C, 
while Red Seal roses, shrubs and vines 
cost the dealer $22.50 per C. Gold Seal 
roses, shrubs and vines cost the dealer $30.00 per C. An 
extra 25% charge is made where less than 10 of a single 
variety are ordered. Suggested retail selling prices are re- 
spectively 25c. each, 37c. each and 49c. each. 





Luther Electric 
Skate Sharpener 


The Luther Grinder & Tool Co., 13t W. Seeboth St., Mil- 
waukee, Wis., has developed a high speed electric skate 
sharpener that is said to produce an excellently finished 
edge, either hollow or flat ground. Sharpener handles all 
makes or types of ice skates, either on or off shoes. Features 
of sharpener are: two wheels, and double sharpening service. 
Improved style holding clamps have provision made in the 





base for quick adjustment and set-up for different grinding 
angles. Two Dimo-Grit wheels operate at 1725 and 3500 
r.p.m., positive V belt drive. Motor is detachable, wheels 
are fully guarded and high speed shaft runs on ball bearings. 
Grinder head is detachable. Sharpener may also be used as 
a general purpose grinder, buffer and polisher. 
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‘Suggestions That Kill Sales 


(Continued from page 36) 


and the customer naturally said “no.” His answer 
was framed for him in advance. 

When that customer had decided on the wrench, 
the clerk should have placed it on a piece of paper, 
ready for wrapping, and entered the transaction on 
a sales slip. Then he should have said, “It is a 
pleasure to work around a car when you have the 
proper tools, isn’t it?” The customer would agree 
because the answer is suggested. The natural thing 
for the salesman to do then, would be to say: “I can 
see that you like and appreciate good tools, so I am 
going to show you a complete, compact, practical 
set of high grade ones designed especially for use 
around a car.” 

At the same time he should be opening up the 
kit and spreading it out temptingly before the cus- 
tomer. By this method he would be making his 
suggestion while the prospect was still in the buying 
mood, and at a time when he had just expressed his 
approval of good tools. If he really had use for the 
kit suggested, the chances are twenty to one that the 
additional sale would have been made. 

However, a retail employee who would make 
such a suggestion, properly timed, would not be a 
clerk. He would have earned the, title of “Sales- 


Royal Dormeyer 
Electric Food 
Mixer 


A. F. Dormeyer 
Mfg. Co., Chicago, 
Ill., offers a new 
model of the Dor- 
meyer electric food 
mixer which is en- 
tirely portable. It has 
a simple convenient 
stand to which mixer 
can be attached or 
detached instantly. 
Ball bearing and ad- 
justable turn-table of 
exclusive design per- 
mits the use of any 
size mixing bowl, 
from the largest to 
the smallest size. No 
special bowls are re- 
quired. Adjustable 
; fingers with ratchet 
control, hold the bowl in place and prevent tipping. Power- 
ful Universal motor operates the mixing unit, which is 
instantly convertible to a juice extractor and drink mixer. 
Mixer is chromium plated, except malleable iron base, which 
is black enameled. For the month of October only, the Dor- 
meyer company will ship to dealers taking advantage of the 
offer, a Royal Dormeyer combination food mixer and juice 
extractor with extra drink mixer paddle and attractive stand 
for $10.00. List price is $18.75. 
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GRIFFIN HINGES 








No. 220 Size of Butt— 33g x 3% In. 





N lovely homes 


where details mean so much 
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RUNGES 


are found--because they com- 


bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- “ 


NEW YORK: 45 Warren Sr. BOSTON: 113 PURCHASE Ss. 
CHICAGO: 162 N. CuINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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Most imitated nozzle on 
the market—that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
ys tons in full color 
CAE Nithographed dis- 

\iaa play packages. 

utd | THE 

= BOSTON 
NOZZLE 


STON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 






























A Good, Strong 
Adjustable Auto Wrench 


Quickly adjusted. Fits many size 
nuts. Gets into tight places and 
pleases every motorist. 


Ask Your Jobber 
BEMIS & CALL CO., Springfield, Mass. 











Cannot Be Wrenched From the Wrists 


Peerless Hand- — 
cuffs are made |} 
so strong and | 
hold so secure- || 
ly, the strongest 
criminal cannot 
wrench them 
from his wrists. 


Peerless Handcuffs Weigh Only 12 Ounces 


Light, easily carried and can never become locked 
in an officer’s pocket. Popular sellers. Send for 
Prices. 


Peerless Handcuff Co., Springfield, Mass. 
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The symbol of 


asian Thue ten: oolncdll 
quality in chain 
& J 


There is an ACCO Ohain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 

\ quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 











Convention Calendar 


AMERICAN ASSOCIATION OF MasTER LocksMITHS, Fourth 


| Annual Convention, Hotel Stevens, Chicago, IIl., No. 2, 


1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, II].; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, New Palmer House, Chicago, IIl., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa Retail HaRDWaRE AssociATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


ILtinois RetaiL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MicHicAN RetTaiL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, Marine City. 


Minnesota RetarL HARDWARE AssOcIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. ‘H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missour! RetTait HARDWARE ASSOCIATION CONVENTION 
AND Exursition, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


MowunTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Col., June 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Col. 


NaTionAL HarpwareE AssociaTION ConvENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


HARDWARE AGE 














- NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 


New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York State Retait HARDWARE AsSOcIATION Con- 
VENTION AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Dakota Retait HARDWARE AsSsOcIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 


Onto HarpwarE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 


Bank Bldg., Dayton. 


OKLAHOMA RetTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Shrine Temple, Oklahoma City, date to be decided 
later. Charles F. Nelson, secretary, 207-208 Bloomfield 
Bldg., Oklahoma City. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOcIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb: 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

SoutH Dakota Retait Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 


Texas HARDWARE AND IMPLEMENT AsSOCIATION Con- 
VENTION, Gunter Hotel, San Antcnio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 


West VirciniA Retart HarpwarReE ASSOCIATION Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 


WESTERN RETAIL IMPLEMENT AND HARDWARE AsSOCIA- 
TION CONVENTION AND HarDWARE SuHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Ballti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 


Wisconsin Retart HARDWARE ASSOCIATION CONVENTION 
AND ExHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 
Ave., Milwaukee. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


ete) 5 a 0) .0D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord”’ 


OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 


Red Devil means 
Glass Insurance 


<Fasy-finger 


rest handle 
%, Roy 


LANDON RP SMITH, INC. 


1165 SPRINGFIELD AVENUE, IRVINGTON JN.J.,U.S.A. 
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A KIND FOR 
EVERY PURPOSE 


SAMSON 
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HODELL 
easier with the Hodell 


» Chainstore. 


—— 


CLEVELAND 
ik 
The Chain 


Products Company 
3920 Cooper Ave. 
Cleveland, Ohio 





Nod CHAIN 


Quality chain, and it will sell 
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Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
¥%, %, and 1 in. 

Packed in 100 lb. kegs; in 50, 25, 10 and 5 
lb. wooden boxes; in 5 or 10 lb. paper boxes; 
also %, %, and 1 Ib. papers. All paper 





packages packed in wooden boxes. 
Your Jobber will supply you. 





WICKWIRE BROTHERS 

















CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 








POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 


POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from F ed Pp d free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 








TRAVELING SALESMAN, experienced and familiar with shelf hard- 
ware, tools, housewares, sporting goods, and cutlery, seeks permanent con- 
nection with reliable manufacturer or concern where ability and knowledge 
of the wholesale and retail trade counts. Has traveled middle western 
states from eastern Ohio to Nebraska. Is also good contact man and mer- 
chandiser, able to hold trade and to increase business. Salary not so 
important as future prospects. Address Mr. Charles J. Christian, 940 
Buena Park Terrace, Chicago, III. 





RETAIL HARDWARE MAN—I15 years’ experience shelf and builders’ 
hardware, paints, tools, plumbing, electrical and factory supplies, would 
like to locate with a progressive dealer in or near New York City. Can 
assume entire responsibility in individual department or entire store. 
Expert knowledge of modern sales and merchandise methods and can 
really sell i Salary no object to start with, until satisfactory 
oun are shown. Excellent references. Address Box J-489, care of 
Harpware AcE, New York City. 


EXPERIENCED TRAVELING SPECIALTY SALESMAN wants to 
sell for manufacturer. Have sold Hardware, Auto, Mill, Mine and Factory 
Supply Jobbers in most of the United States and Canada, also some Rail- 
roads and large Industrial Plants. Nominal salary and expenses. Honest, 
active, clean cut, convincing talker. 1 know how to sell goods. Can you 
use a hustler. Address Box J-503, care of Harpware Ace, New York 
City. 








SALESMAN with fifteen years experience calling on wholesale, retail 
and industrial trade in Western Pennsylvania, Eastern Ohio, and Northern 
West Virginia. At present employed as district manager for National 
Concern. Well educated and excellent reterences. Desire sales position 
with greater opportunities, or will represent good strong line on a commis- 
sion basis. Address Box J-504, care of HarpwareE AGE, New York City. 


EXPERIENCED HARDWARE MAN, forty-two years of age, single, 
sober and industrious. Twenty years’ experience in wholesale and retail 
hardware business as manager, buyer and salesman. Want a position of 
responsibility and trust with some reliable firm. Can furnish good refer- 
ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Ace, New York City. 


YOUNG MAN, 31 years of age, married, twelve years’ experience as 
hardware store manager, desires like position, or on road for manufacturer 
or jobber. Can furnish best of references, and will locate in any part of 
the country. Address Box J-509, care of HarpwarE Ace, New York City. 











SALESMAN experienced in the Hardware and Paint line, desires posi- 
tion with reliable manufacturer for Philadelphia and vicinity. Have about 
two hundred accounts in the retail hardware and paint trade. Address 
Box J-506, care of Harpware Ace, New York City. 


HARDWARE MAN—13 years’ retail experience desires connection 
with New York Hardware Jobber. Willing and conscientious worker. 
Salary secondary to opportunity. Address Box J-505, care of HarRDWARE 
AcE, New York City. 








MAN with twelve years’ experience selling stoves and hardware desires 
to change from traveling position to retail store. 31 years of age, married. 
Seven years’ experience managing retail hardware store. Five years 
traveling for present employer selling nationally known line of stoves. 
References. Address Box J-494, care of HarDwarE AcE, New York City. 


SALESMAN covering California by automobile wishes to make connec- 
tion with reliable manufacturers to represent them in this field, calling on 
hardware, paint stores, lumber yards, etc. Commission basis. Best of 
references and financially responsible. Address—FRANK H. WITMER, 
2718 East 58th St., Huntington Park, Calif. 


WANTED —Dissatisfied Retailers with a real 
business on a LOSS-PREVENTION basis, 
Syracuse, N. Y. 








ambition to put their 
to write—Lock Box 383, 


INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation—heat deflector — 
two locks. Specify ‘*‘Nesco’’ 
to your jobber. 





Natrowat Enwametinc AND 
Stampinc Company, Inc. 


13 12eh St., Milwaukee, Wis. 
The Nationally 
rtised Trade Mark 








MANUFACTURER’S SPECIALTY SALESMAN, married, six years 
with one company covering the wholesale and retail hardware trade in 
Maine, New Hampshire, Rhode Island and Eastern Massachusetts. A-l 





credentials, Address Box J-514, care of Harpware AGE, New York City. 
BUSINESS OPPORTUNITIES 

Set Solid, Minimum of Five Limes..........ceceeseeee08 seeee $3.00 

l-Inch Box Display........ cccces $5.00 


Four Consecutive Insertions, Yo Per Cent Discount 








WANTED 


To buy controlling interest in a good 


retail or wholesale hardware store 
or mill supply business that has possibilities of 
profit if well financed. Desire present owners to 
continue to manage the business if they show they 
are capable. Satisfactory salary arrangements can 
be made, with a share of the profits, Prefer this 
in a town of one hundred thousand people or more, 
but would consider small towns. Give full informa- 
tion first letter, annual business, major line carried, 
possibilities of profit, present salaries paid and what 
might be expected if well financed in the way of 














profit. Answer immediately as quick action is 
necessary. Address Box No. J-513, c/o Hardware 
Age, New York City. 
FOR SALE: Prosperous Hardware Business in one of best towns in 


New Mexico. Good trade in builder’s hardware and tools. Large farm 
and railroad trade. Located in best business section of city. Lease. 

New yore Che, $30,000.00. Address Box J-510, care of HarDWaARE AGE, 
ew Yor 


HARDWARE STORE WANTED, small city up to 25,000. Ohio pre- 
ferred. Give full particulars in reply. Address Box J-512, care of 
HarpwareE AGE, New York City. 








‘SALES REPRESENTATIVES WANTED 
Set Solid, Minimum of Five Lines........eccecesesccccecssecs 
a cota Mek Insertions, 


10 Per Cent Discount 





SALESMEN now calling on the wholesale and retail hardware and 
Ts i trade to carry a complete line of “DUO BLADE” SCRAPERS. 

his is one of the finest lines of floor, wood and paint scrapers and it 
is being bought by some of the best accounts in the country. We need 
the services of several hard-hitting specialty men who know how to do 
missionary work with the retailers, who can launch a line and deliver. 
Straight commission contract with full credit on repeat business. Tell us 
about yourself, the lines carried and the actual territory covered. Every 
city and state in the country is open.» Address VOSCO TOOL COM- 
PANY, 1625 N. Hancock St., Philadelphia, Pa. 


MANUFACTURER'S AGENTS for fast selling, long established line 
of electric lamps selling to the hardware, electrical, automotive, and radio 
trades. Liberal commission and protected territory given to those who 
qualify. State territory covered and name other lines now handled. 
Address Box 7440-A, care of Harpware AGE, 1507 Otis Building, 
Chicago, Ill. 


SALESMAN wanted with a proven sales record to call on paint and 
hardware jobbers. A line with no competition. Just a few states open. 
Our representatives know of this advertisement. It is the fast selling 
Brilliant that sells itself, Bronze powders, crack filler, slide-off, transfer 
pictures, brush cleaner, etc. Write the BRILLIANT DECORATIVE 
POWDER & STENCIL CO., 717 Lakeside Ave., N.W., Cleveland, Ohio. 











ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





SALESMEN WANTED for New England and New York State exclu- 
sive of the Metropolitan District on profit-sharing basis; experienced 
Hardware men acquainted with jobbers and retail dealers on the territories 
preferred. Address Box J-511, care of HarpwAre Ace, New York City. 





HARDWARE AGE 


































INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 






































A Durable Products Co........... — | Keystone Steel & Wire Co...... —_ Remington Cash Register Co., 
* . : Durable Toy & Novelty Co...... -— | Kimball Bros. Co.......0c02c00 — rt ree esa — 
A. & J. Kitchen Tool Co....... _— 2 SE Gat" ne — | Reynolds Wire Co............-. 1 
Pe 2 ee eee ~ Knapp-Monarch Co. ........... — | Rich Pump & Ladder Co....... ae. 
yore org ee: ose cecereeces 3" E Richards-Wileox MEE Co... 3c = 
meric AIM LO. seer scene 2 DN E. wadwexageueucsrces os 
onctmmoah lh An dg Rare 2 a - ‘ Robertshaw, Thermostat Co..... — 
American Ring Co...........+. red oy: bg er ae ze; sb Ruby Chemical. Co............. — 
American Saw & Mfg. Co...... so | Zan ee & a --aeephgaaed — | Lamson & Sessions Co.......... — | Russell, Burdsall & Ward Bolt & 
American Screw Co............ — | Edison Lamp Works........... Landers, Frary & Clark....... — Nut C 
American Sheet & Tin Plate Co, — | Edlund Co. ......-.seeceesees — | Leipzig Trade Fair, Inc........ i sell >. el Od hae ll 
American Staintess Steel Co.. * __ | Elastic Tip Co..........00000-- — | Lionel Corp. ...... SSeS: Ean Russi: & Erwin Mfg. Co....... 
fen wt. wie GS Blectrie Cutlery Co....:..s0.-. eG De ky ~ eee ae vs Russia Cement Co.............- _ 
American Window Glass Co.. 13 Empire Level Mfg. Co......... a 
Ames-Baldwin-Wyoming Shwe — Iron and Wire Fence 
Ames Shovel & ool’ Ga.2212121 | Estwing’ Miles Gos 000000200 = = s 
oe Se TI Gabi chases sesso — | McCord Mfg. Co.............. __ | Samson Cordage Works........ 55 
Wherggag oii ila ae ead Marshalltown Trowel Co........ — | Sandvik Saw & Tool Corp...... — 
Armstrong Bros. Tool Co....... S ras 
see Hart & Hegeman Electric Marvel Rack Mfg. Co........- ee Rene Canine “xs 
; es > ote See Teer — .. Inc... sees eee eeees Se 
ibe toe wade Ore, b mek e656 Hae . a rgent & eT Pe 
Atlas ‘Tack’ Comp. 2 000000 r od id oA — | Schalk Chemical’ Co... 22.000. ae 
Athies & Ca. ©. C.......<:. 14 Meisselbach Mfg. Co., A. F..... 
Automatic Washer Corp........ — | FE: &,N. Lawn Mower Co....... — | Metal Sponge Sales Corp....... — | Schatz Mfg. Co..........++++5- 2 
Pivie.wiee'es Faultless Caster. Co... Peeeeeee 7 —. Keyless Lock Co., The cers ge Be ngaenatches — 
edera nameling tamping | Je Be ccsesovcccccccsccecces sel mass ey. tg anode chal nce eae aed er 
Bs deca 2 hd cnie d's We 6 — | Millers Falls-Goodell Pratt Co... — | Sheffield Bronze Powder & Sten- 
B Flexible Steel Lacing Co....... «me | Moller Somes, Ime.....csccceccs — cil Co. See ste ica ae Scab aia la 
——_ — wage AP hha een vi ctw-ee — ane om —_ hing > ae — Sheffield, Products Co.  asehe -- 
ee. row renc Oe Ae ne — ilwaukee Stamping Co........ — | Shelby opr Sag gar al a ip 
ne Cory ro = Wz... +e 51 Modern Laundry Machine Mfg. Fg 9 tg Co,, H. B.....-. — 
MEER LATE cee oe =i: - RACE, Sap Re ee ere <i ilver Lake Co........-++-++++ = 
he Spats hehe es Wide pe Hardware Co.......-- 2 
Beaver Mfg. Co. . <o Monarch Products Co.......... Simmons ba 
i G Montague Rod & Reel Co....... __ | Simonds Saw & Steel Co........ : 
— es Ang Otto 54 Moore Push Pin Co............ — | Skelton Shovel Works of the 
Bethlehem Steel Co............. _ | General Grinder Corp.......... — | Morse Twist Drill & Machine Co. — American Fork & Hoe Co..... — 
wey a oy SRS — | General EE oc — | Murphy Sons Co., Robert...... — | Slaymaker Lock Co..........-. — 
Bismarck Hotel (New)....... ** “| General Motors Radio Corp..... — | Myers & Brother Co., F. E..... 59 | Smith, Inc., Landon P......... 55 
ae eae aa ** «eS Gilbert & Bennett Mfg. (o..... — Standard Electric Stove Co..... — 
re ee Sweeper Co...... — | Goad Bounsiatbing & Standard Tool Co : 
ae EL SS ree 50 ie wie Une... atlieg 
i il C pi Ck Rea — Stanlew WOrks «06600 ccccevee X 
Bommer Spring Hinge Co....1.. — | Gray & Dudley’ Co “= : Stewart Warner Corp. ..00..0 : 
tee ae reenlee Wisetinaneses ‘ Stewart- Wa oy. ope gees cra ae 
—~ ad bf Mes 44 ai Griffin Mig. Co.. eta eS ees eats 53 | National Carbon Co.......... : Swartzbaugh Mfg. Co........-- 7 
B Ore secccsesecs Grigsby-Grunow Co ee err eee eee 60 
oston Woven Hose & Rubber 4 | Grinnell Washing Mahe Ce. — Enameling & Stamping 
Bridgeport cberew Co.. "rrrtttrs | Griswold Mfg. Co.............- _ National’ M M Miz. G os oe abeers: ™ 
Pes eeeeees a Nationa . edhe Mes. wdcar _- 
| corte es Mfg. Co....... = Neely Nut & Bolt Co........... — | Thompson & Son Co., Henry G. ——- 
Buffalo Bolt Co. tt eeccererececs —— H Sanam Se a bo ie. L. R.... — | Toledo Wheelbarrow Co....-... -- 
Pe Tere _ ew Haven Cloc weseeseses —= | Trow & Holden..........0+++- — 
icy Bedery 6 ees 3 | Hanlon & Goodman Co......... — | New York Wire Cloth Co....... — | Tubular Rivet & Stud Co...... — 
da A a Addi Machi 0... 1 Harrington-Richardson Arms Co. — Newport Chamber of Commerce — | Tucker Duck & Rubber Co..... - 
ghs ing Machine Co. — | Heller & Co., W. Gaeseserseces a — Ped Co. a tee — | Turner Brass Works.........-- aa 
Hercules Powder Co........... — | Nineteen Hundred Corp........ — 
Hibbard, Spencer, Bartlett & Co. — | Norge Corp. .......sseeeeeeees - 
Cc Hill Clothes Dryer Co.......... — | North & Judd Mfg. Co......... _— 
Hines Paine & VY, o meets ." ag bixserage ery — | Northwestern Barb Wire Co.... — U 
albar Paint arnish Co..... — oppe, Inc., Frank A.......... _ 
Pee age a > « a Peeks sicened wa = eng eeee Pree ~- Union Hardware Co....-...---- oa 
arolus g. Co. .—_ umphreys OO SRR eee — Steel Products Co....... — 
Cattaraugus Cutlery Co......... — | Hygrade Sylvania Corp., Sylvania 0 ‘ us Gartriden. COnin criccencdes — 
a yon = Mane S marae P OTR 55 Division .........-s.seeeeee O’Cedar Corp U. S. Hame Co.....+ «+. na Sp 
icago Cc So da ‘ e Cero err eroserece — T an 6 iad aa 
Chews Tasblne ta. a3 cere: 33 Oliver Iron & Steel Corp....... oe 
Clemson Bros., Inc...........0 — One Minute Mfg. Co........... _ 
Cleveland Quarries Co.......... _ I Ontario Knife Co............+. a 
+" eae Nabe | Spring Co...... ie Broth — ats. & PE OEE _ Vv 
over Mfg. Me ea es eo 5 goe TOUMETS .ccreccccvescees _ uting Be UO... cccccccccccces _ 
Coleman L St 9 a _~ | Independent Lock Co........... oe ss iy 
a tort 51 | Indiana Steel & Wire Co....... — ao ei ee 
SS era — | Ingersoll Steel & Disc Co....... _ Vv ‘Irs h eo lak Caen ral ane ae =e 
Continental Screen Co.......... — | Ingersoll Waterbury Watch Co., P heen ices OME. Rat eae 3 Se 
Cook Company, 5S ees an Ba ia ces ce ane ed _— aie Pe ene 
Partin Cabinet Lock Co... ..... aE: Interantionsl Harvester Co., of Page Steel & Wire Co.......... = 
A eS are Ae FO ae ry ae a — OE SPSS Serer ree ere _ 
Corbin Screw Corp............- — | International Safety Razor Co. — | Patent Novelty Co. ............ i w 
Corning Glass Works.......... — | evi Beas BR Ce......+.+-- we oe ~ Sp eee ea 
a Be We MES Sows cee ces — Oe ae ee ree — baa 
Crescent, Tool Co......--..++-- ee agi a Peerless Handcuff Co.......... 54 | Walworth EE ora 
Crown Cork & Seal Co.. re Warren Mfg. Co., ¥. Betas cae 
Cyclone Fence Co 3 Pelouze Mfg. Co..........+.... — | weahoone iC. &. CO = 
ee ee, ee 3 es gg ig wag ot Wks. — Wome Caividas C tcc = 
erfection Stove Co., Inc...... — ee eee a ee 
pe Pharis Tire & Rubber Co....... — aoe pl Steel Corp... = 
D Jennings Mfg. Co., Russell..... ee 2 oe ae oy ee — Wilder & Co ees 
Daisy Mig. C oan Arms & Cycle Works, Philadelphia Lawn Mower Co... — | yy bese & Pt ‘The & eo... Ese 
aisy + COL. ee eee ee nen ee _ RES ee yee Pree ee mre — ik eis are — | Wilson & Co., Inc., ©. B..-.--- 
Damascus Steel Products Co... — | Johnson Mfg. Co., Nestor...... — | Pittsburgh Plate Glass Co...... — | Winchester ig Arms Co. spit 
Dazey Churn & Mfg. Co....... — | Jordan Hardware Co........... — | Pittsburgh Steel Co..........-- = Witt Cornice yg Sere ae 
De Laval Separator Co......... — ij. W. S. Trading Co.......0058 — | Plumb, Inc., Fayette R........ ~_ | Wood Shovel & Tool Co.......- 
i eas > 7 ~_ | Wooster Brush Co,......----+> — 
Delta Electric Cov........000-. EP es iin odaieee : 
NN Noe pr ty ba wnvc'e ~ Teoavessive. Mia. Co — | Worthington Co.. George... -» = 
Dintsondt Calk Horseshoe Co..... — «te Sie Matt Wright Steel & Wire Co.. G. F. 58 
SO Sa ere — K 
Disston & Sons, Inc., Henry.... — 
Dormeyer, Inc., A. F.........-. — | Kees, F. D., Mim Co.......... -- R 
DuAll Mfe. _ ES —- | Kelly Axe & Too! Works of the : Y 
Duluth Show Case Co.........- —_ American Fork & Hoe Co.... — | Reed & Prince Mfg. Co.......-. 40 , T Mfg. C ness 
Du Pont de Nemours & Co., E. I. — | Kester Solder Co........++- ..- — | Remington Arms Co., Inc...... 49 | Yale & Towne Mfg. Co........ 
THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
57 


OCTOBER 22, 





1931 








The Wolves of Lenex— 
How their name spread the width 
dth ind. In a fear- 
agely Sf -— fF = 
snapping jaws ° 
from the Highland forests of 


Popularity That \SSSSsanaa0 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’ —from shops 
and men to whom hack 
saw 
wtrong. a 4 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
elp you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid bex 
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SPRING HINGES 
Sell Quality and Satisfaction 


The Relax is a Quality 
Hinge that will give com- 
plete satisfaction. 


By selling Relax Spring 
Pivot Hinges you will estab- 
lish a demand for an article 
of Quality which can be sold 
profitably. 


It is better to sell one cus- 

a tomer a quality article at a 
Spring Pivot-Hinge profit than to sell two cus- 
tomers articles so highly 

competitive that all profit must be sacrificed. 


Sell the “Relax,” on its quality, for profit. 
Send for New Catalogue H 47 


Chicago Spring Hinge Company. 


NEW YORK CHICAGO 
U. S. A. 














The CLAWSON 
ICE SHAVER 


This thoroughly 
practical ice shaver 
with Enamel Pan 
may also be used as 
a table or bench ma- 
chine by simply re- 
moving the legs. 
This makes it pos- 
sible to shave the ice 
into a larger con- 
tainér when desired. 
Style shown is for 
Hand Power opera- 
tion and 


Holds Block of Ice 7" in Diameter 


rm Se with Removable Cutting Knives—Ad- 
justable to shave coarse or fine. It always shaves 
the ice into uniform crystal flakes, without lumps 
or chunks. Our line includes sizes and styles of 
Ice Shavers (Hand Power or Electric) for every 
need—up to 300 lbs. per minute capacity. Send 
for Folder and Prices on Complete Line. 


CLAWSON MACHINE CO. 


FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 


(ft Kite 
Medel Ne. CILB 





They Look 
for the 


“Rooster” 


The brightly colored 
rooster trade-mark 
‘in every bale of 
Superior Brand 
Hexagonal Netting 
is recognized as the 
sign of the highest 
quality product that 
. costs no more. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co, 


Worcester, Mass. 
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GIANT 
DOOR HANGERS 


The season of the year emphasizes the fact that 
winter doors for barns, garages, sheds and other MVERS NEW-WAY, GIANT 
buildings will soon be in order. a 








Ice, sleet and snow with their chilling blasts are 


again on the way. -To shut them out entirely and 
to provide sliding doors that can be opened or closed 
in any kind of weather—Myers New-Way Giant 
Tandem Adjustable Tubular Hangers and Track 
provide the perfect system. 


Tandem machine turned steel trolleys are fully 
protected from the elements. They operate in : sisi 
specially formed heavy girder steel track which FOR NEW-WAY GIANT 

. . TUBULAR GIRDER TRACK 
shuts out the weather entirely. Perpendicular and 
lateral adjustable features permit of doors being 
raised or lowered or moved in cr out as conditions 
necessitate. Steel roller bearings, flexible features 
and other equally important improvements vital to 
today’s standard of sliding door service contribute 
to their excellence of performance and salability. 


Attractively finished, storm, dirt and bird proof, 
easy to operate, simple to adjust, of sufficient 
strength to furnish ample carrying power for any 
size door, Myers New-Way Giant Tandem Adjust- 
able Tubular Door Hangers and Track forever banish 
sliding door hanger troubles. 


APE 


Stock them today. Catalog, information and 
prices on request. 


THE FE. MYERS & BRO.co. 


SHLAND, OHIO. 
ASHLAND PUMP AND HAY TOOL WORKS 
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DUTCH BOY ( 


WHITE LEA 


-, SOFT PASTE _ 


Dutch Boy White-Lead is 

sold in 12!4, 25, 50, 100 Ib. 

kegs and comes in heavy 

paste as well as soft paste 
form. 








DUTCH BOY 
SOFT PASTE 


Stir it...Pour it...Thin it... 
and it’s Paint 


Give your paint customers the 
advantage of “speed mixing” by 
selling them Dutch Boy Soft Paste 
—the easy-to-thin white-lead. 
Dutch Boy Soft Paste makes 
pure white-lead paint in a jiffy— 
at the rate of a gallon a minute. It 
comes already “broken up”—pours 
from the keg. A quick-thinning and 
it’sready for use. That’s how easy it 
is—this speedy, new-day method 








* 
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of making pure white-lead paint. 

Dutch Boy Soft Paste offers all 
the beautifying and protecting 
properties that have made the 
Dutch Boy name mean high paint 
quality. And, in Dutch Boy Soft 
Paste, paint users get added value 
in ease of mixing — convenience 
of preparation. 

8 out of 10 painters use Dutch 
Boy because it protects their rep- 
utations for good work... because 
it gives a long-life paint that does 
not crack or scale—paint that has 
the advantage of wearing down 
evenly and smoothly, by gradual 
chalking, leaving a perfect sur- 
face for repainting. 


NATIONAL LEAD COMPANY 
New York, 111 Broadway; Buffalo, 116 Oak Street; Chicago, 900 W. 18th Street; 


Cincinnati, 659 Freeman Avenue; Cleveland, 820 W. Superior Avenue; St. Louis, 
722 Chestnut Street; San Francisco, 2240 24th Street; Boston, National-Boston 
Lead Co., 800 Albany Street; Pittsburgh, National Lead & Oil Co. of Pa., 316 
Fourth Avenue; Philadelphia, John T. Lewis & Bros. Co., Widener Building. 
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